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Tips for Foot Health Week 


HORT-LIFE insurance is what we 
are giving every shoe in the store so 
that we can size ’em every week. We IN THIS ISSUE 
are learning to take our mark-downs 
quick and sharp, for we want new shoes 
in constant; supply and turnover. A 
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His Money’s Worth 


An old principle that gets new customers, and a line of 
men’s and boys’ shoes that help you cash in on this principle. 


When you can build a shoe — using the best in workman- 
ship and materials, and still sell it at a price people can 
afford to pay, you may list this as an “accomplishment”. 
Our vast facilities make possible this service to the. public. 


7827—Men’s Black Calfskin Blu- 6017—Boys’ Black Genuine Calf- 
cher. D5-1l. $2.00 skin, All Leather, Heel Plate, 1-6. 
$2.00 


7833—Men’s Black Calfskin Bal. 663 1—Boys’ Gun Metal Blucher, 
D 5-11. $2.00 McKay, Rubber Heel. 1-6. $1.40 


7832—Tan as 7833. 6630—Tan as 6631. 





IN STOCK FOR 
IMMEDIATE DELIVERY 


ENDICOTT JOHNSON 


ENDICOTT, N. Y. 


155 WEST BROADWAY, NEW YORK, N. Y. 12TH and SPRUCE STS., ST. LOUIS, MO. 
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The VOICE of the TRADE 


Sb cities as 
@rlando, Fla., and Detroit, Mich., 
stepped into a season of shoes be- 
cause of a “break.” In the case of 
Orlando, the crops in Orange 
County were made more valuable 
—not by increased demand but by 
the fact that a California orange 
district was snow and frost-bitten. 
What a paradox of plenty. 

In Detroit’s case the Ford boom 
develops more wage envelopes and 
by the same token—where there 
are wages, shoes are made salable. 
There will be interest in “shoe 
spots” in other parts of the coun- 
try when some advantage makes 
itself apparent in the demand for 
the major commodity of the dis- 
trict. Sale of shoes follows right 
after. 


WELL BABE YOU'VE TRIED =M 
: ALL 


a 


N. class of men 


plaee more value on foot comfort 
and the necessity of well fitting 
shoes than some of our leading 
athletic and theatrical figures ac- 
cording to Albert Baxendale of 
the O. A. Miller Treeing Co., 
Brockton, who tells us that “Babe” 
Ruth, America’s “Sultan of Swat,” 
and Bobby Jones of Fairway fame, 
along with Clifton Webb and 
Fred Astaire, the dancers, are 
especially fussy about their shoe 
trees and the proper care of their 
shoes. 
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Invariably such celebrities will 
order a pair of trees built to the 
last they have selected, while the 
use of shoe trees on a large scale 
was adopted sometime ago by a 
leading New York theatrical pro- 
ducer who ordered a complete set 
of trees to be used in each of the 
nine pairs of shoes used by 44 
girls in a Broadway production. 

Is it ary wonder that shoe tree 
manufacturers are picking musi- 
cal comedy as their choice in the 
line of entertainment? 

* * * 


John W. Craddock, Jr, 
vice-president and general manager 
of McElroy Sloan of St. Louis— 
has five governors of southern 
states interested in popularizing 


cloth shoes for men. The first 
samples developed out of an in- 
terest in Shreveport, La., for a 
shoe to match the materials used in 
work shirts—someone having the 
idea of an ensemble of shirt, trous- 
ers, shoes, socks and a harvest hat 
to sell in one bundle. 

The all-cotton ensemble made 
such a hit that the shoes were made 
up in five different ways — all 
white, grey cotton, brown cotton, 
blue striped cotton and dark blue 
with red stripe cotton. Many a mer- 
chant in the southern states bought 
the first dozen pair because of the 
sign: “These shoes are made from 
the pick-of-the-cotton crop, pro- 
duced by southern labor, woven 
into cloth by southern mills and 
built into shoes by the largest shoe 
manufacturers in the South.” 

The demand was surprising and 
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now the shoes are a big feature in 
the line and, as Mr. Craddock says : 
“We are doing our part to increase 
the consumption of cotton.” 

* *x* * 


One of the first 


advertisements of shoes, published 
in an American newspaper, has 
just been brought to light. It was 
found in the “Boston Gazette and 


Country Journal,” of the date of 
March 12, 1770. This was one of 
the first newspapers in America. 
The shoe merchants were among 
its patrons. Thomas Maule ad- 
vertised thus: 

“Thomas Maule, of No. 55 
Queen’s st., has received by the 
Vigilant, and is now opening for 
sale, women’s stuff shoes, chil- 
dren’s morocco shoes, women’s 
super-fine cotton hose, a few 
trunks of best callimanco pumps, 
fashionable heels—Best London 
made boots and shoes, silk, satin, 
morocco and stuff—fine military 
shoes and boots—women’s stuff 
shoes.” 

Stuff shoes were of a woven 
fabric; so were callimanco shoes. 
Military boots and shoes, presum- 
ably, were for soldiers. 

Mr. Maule mentions “a few 
trunks,” so it’s quite possible that 
the shoe trunk antedates the Revo- 
lution. 





lr you should hear 
someone address Herbert R. Gar- 
side of A. Garside & Sons, Long 
Island City shoe manufacturers, as 
“Judge,” don’t be deceived—he has 
not “gone legal.” Rather, it was the 
title conferred upon him when he 
pinch-hitted for Frank Garside, 
new representative of the National 
Boot and Shoe Manufacturers’ As- 
sociation in the Joint Styles Con- 
ference, at the meeting of the 
judges in the Kid Shoe Design 
Contest. It afforded his colleagues 
a good deal of amusement as 
“Judge” Garside modestly ac- 
knowledged the distinguished title. 


* * * 


5 provide Americans 
with footwear and other goods of 
leather, tanners require each year 
more than 50,000,000 goat and kid 
skins, nearly 40,000,000 sheep and 
lamb skins, more than 15,000,000 
calf and kip skins, more than 20,- 
000,000 sides for upper leather, 
and nearly 20,000,000 sides for sole 
leather. And this isn’t counting 
the horse hidés, the snake, lizard 
and alligator skins, and so on. 
Just imagine a movement of that 
tremendous number of cattle. And 
it’s but one year’s supply. 

For good measure, add to this 
large-scale view the tons and tons 
of metal that are used in the mak- 
ing of machinery for the making 
of leather, shoes and other goods, 
the tons and tons of chemicals that 
also are used, the billions of yards 
of thread, the millions of yards of 
fabrics, the tons of rubber, the 
millions of cords of wood for lasts, 
the tons of paper board for pat- 
terns and boxes, the vast sums of 
capital in buildings and materials, 
the millions employed in labor— 
well, the picture is getting too vast 
for ordinary comprehension. 

It’s an inspiring picture, this big 
scale view of leather and shoes. 
Even though it’s beyond compre- 
hension, it’s inspiring enough to 
cause a man to take on new cour- 
age, and return to the tasks of the 
day conscious of. his responsibility. 


* * * 


The biggest retail 


sale of the year! The Hollywood 
store of I. Miller & Sons, Inc., sold 





ne ee 


QUALITY MAKES 
CHARACTER 


A retail store is very much like a human 
being. A store may have a very definite 
character or no character at all. In a 
human being there can be Quality of think- 
ing, Quality of purpose, Quality of action. 
In a store there can be Quality of purpose, 
Quality of service, Quality of merchandise. 
The public of today is beginning to re-dis- 
cover Quality. And the new demand ac- 
cruing therefrom will be well worth while. 


Zeus G e  -ouansiigy 


President 





sixty-six pairs of shoes for $1,400 
to a prominent oil queen. It took 
two salesmen, Mr. Gieger and Mr. 
Butterfield, thirty minutes to com- 
plete the transaction. 

A sale of twenty-seven pairs of 
shoes to a man customer was made 
by the downtown New York, 
French, Shriner & Urner store but 
it doesn’t qualify as a record sale 


for it was on clearance. 
* * * 


Decrying the old 


theory of “long and frequent 
soaking of the feet as a means of 
relief,” Dr. Joseph Lelyveld, 
speaking at a recent gathering of 
chiropodists at Boston, called for 


CRE 


more care in the fitting of foot- 
wear and cited the small percent- 
age of foot trouble encountered 
during the World War because of 
the selection of a proper last for 
America’s troops. 

Soaking the feet brings but 
temporary relief, according to Dr. 
Lelyveld, and invariably does more 
harm than good. Solution of ail- 
ments to the foot can best be ac- 
complished at the fitting stool and 
the matter of selecting the proper 
last is of prime importance. 


* * * 


th reaction on 


the part of the buying public 
toward recent price reductions has 


been most favorable, according to 
President Herbert L. Tinkham, of 
the W. L. Douglas Shoe Co., 
Brockton, who declares that his 
company’s new price range in the 
men and women’s field, permit- 
ting a reasonable profit through 
curtailments in costs at the fac- 
tory, has placed this well known 
factory in the position where it 
looks forward to a new growth of 
prosperity with the first improve- 
ment in general business condi- 
tions. 
* * * 


A two per cent sales 
tax on shoes, the total factory 
value of which is up around $1,- 
000,000;000 annually, will amount 
to $20,000,000 annually, not an 
alarming amount, and figuring 
down to a small fraction of a cent 
per pair. 

If a like tax of 2 per cent is as- 
sessed on leather and supplies, ma- 
chinery and lasts and patterns and 
so on, then the tax will be greater. 

The situation isn’t bad, in its 
present outlook, though some con- 
cerns are apt to kick over addi- 
tional bookkeeping that will be 
necessary. Firms making goods 
less than $1,000 annually may be 
exempt from the new tax. We 
doubt if this would lead to any 
movement toward small concerns. 
Yet it looks as if small concerns 
were coming along for other rea- 
sons of economy. 


*x* * * 


dd 
O. K. Recorder Shoot” 


is the telegram which we received 
following our signing up Alfred 
J. Ruby of Chicago as guest con- 
ductor of the column “Oh Yeah!” 
He becomes the first columnist in 
the business paper field and he is 
given the liberty of saying any- 
thing and everything As Is! 

Mr. Ruby is a successful mer- 
chant in Chicago and Detroit. 
His letters have been so full of 
the vital heat needed for mental 
tonic to this trade of ours that 
we give him the liberty of the 
column—let the quips fall where 
they may. 
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glow YEAH/ 


(iy 
By 


AL RUBY 


A: six o'clock this 


morning we had the darndest thun- 
der and lightning storm I ever saw. 
Today it was 67 here and in St. 
Louis I understand it was 82. This 
puts a new idea into my head. It 
seems that we will have to create 
shoes with the fore part made for 
Winter wear and the rear part 
made for Summer wear. This 
ought to be sumthin’. 

Of course, you can make the 
fore part absolutely water-proof, 
and the rear part all full of holes. 
In other words, it would be a cross 
between the Gandhi sandal and a 
galosh. 


+ es. 


We have a hectic: time these 
days, making up our minds wheth- 
er we will dress the windows with 
Summer or Winter shoes. What 
we have been doing the last week 
is matching every morning. 


* * * 


I understand some retailer in 
Kansas has spent a month in a 
chemical laboratory having a coma 
gas created that he is going to fill 
his shoe store with. This man has 
an idea. I asked him what was be- 
hind this idea, and the reply was, 
“we have to sell the shoes and sizes 
we bought.” 


* * Xx 


A woman came into our store the 
other day all excited, and said: 
“Let me see that shoe in the win- 
dow. My, that is just what I have 
looked for in the last twenty stores 


in four cities. It’s the color I want, 


the style I want, the shape I want, 
at the price I want to pay. Have 
you got it in a Cuban heel in a 
9% AA?” 

At this point in the sale—bring 
out the coma gas. This world is 
just full of ideas—some of them 
are good. 


AND SHOP 


U:. of the term 


“buckskin” as descriptive of an 
imitation leather product which 
has been used in the manufacture 
of shoes, has been ordered dis- 
continued following investigation 
by the Federal Trade Commission. 

The product against which the 
action of the commission is di- 
rected is one of several brands of 
what is commonly known in the 
trade as “Leatherwove.” The 
commissioners found that, con- 
trary to conditions obtaining in the 
marketing of the article under the 
name of “buckskin,” the last 
syllable of “Leatherwove” is suf- 
ficient to identify it as other than 
a leather product, and has decreed 
that use of this term may be con- 
tinued. 

Complaint had been made to the 
commission that continued use of 
the term “buckskin” had placed 
the manufacturer and its distribu- 
tor in a position to market as 
leather a product which consists 
wholly of coated fabric, without 


any trace of real leather. 


*x* * * 


Bhurgiac-proot prices! 
Good old Ben Franklin was fond 
of arguing that one way to stop 
crime waves before they started 
was to keep prices down so low 
that everybody could afford to buy 
most everything they wanted. A 
tale of merchandising in 1932 bears 
on the matter. Said the first store- 
keeper: “I’ve marked all my goods 
down to a third, even a quarter of 
their original prices.” To this the 





second storekeeper replied : “That’s 
nothing. I’ve marked my prices 
down so low that the burglars, 
who broke into my store last 
night, didn’t take anything, decid- 
ing that it would be cheaper to 
come back in the morning and buy 
what they wanted.” 


* * * 


Following his recent 


promotion from Pacific Coast 
manager of the shoe shops of 
Hanan & Son, H. A. Ballentine of 
New York, now general manager 
in charge of the thirty-seven stores 
in the United States and Europe, 
has returned to the Pacific Coast. 

Just prior to his Pacific Coast 
and Northwestern visit, he made 
a tour of the shoe stores of his 
company in Europe, visiting the 
two in London, one in Paris, and 
one at Nice. . 

Mr. Ballentine noted the drift 
from ensemble effects to popular- 
ity of a single color in feminine 
apparel, with the tendency for 
shoes this season to match the ac- 
cessories, the hat or gloves rather 
than the piéce de resistance of 
women’s wear—the gown, or dress. 

Strong leaning was apparent 
also to the sandal type in low and 
high heels, with leathers for 
Spring in blacks, blues, browns and 
patent leather. Preferred favor 
later in the Spring is expected to 
develop for white and white 
trimmed with the other colors 
mentioned, while definite indica- 
tions reveal a fondness for open 
effects in footwear, with the Cuban 
heel predominant. 


Clerk:—‘Dull kid, | presume?” 
Mrs. Proud:—“Sir! You should see his report card!” 
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WHAT THE SHOE STORE IS 
THINKING ABOU 





Ail business is ailing. 
The major illness is world-wide. ‘Poor business is 
like an epidemic, so contagious. Good business is 
curative for it increases wages, demand and prices. 
Here we have an Industry that serves every man, 
woman and child in America, for no one is to be 
found unshod though they may be hatless, coatless, 
homeless or hungry. Why should it be blue? 
Maybe we have all been thinking too much in big 
terms—billions for reconstruction, millions for doles, 
thousands for public works, hundreds for houses, 
tens of dollars for paint and puttering, nickels and 


dimes for pan-handlers and apple venders. Maybe 


14 


we have all been thinking too big and too loosely 
when the need is for thinking plainly and practically. 

Maybe we had better reduce a national purchasing 
power down to a comprehensive industry’s capacity 
for serving a public—and then perhaps squeeze the 
problem of that Industry down into a simple little 
shoe store. We might go even still further by re- 
ducing everything to terms of a single fitting stool 
and its single problem of satisfying a man, woman 
or child with a pair of shoes. 

Maybe at that last point we can find a few truths. 
that will help us see clearly the true line of industry. 
Maybe we can isolate a single customer and find out 
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What is happening today in the typical retail shoe store? What important 
changes are coming about, under the stress of economic readjustment? To 
answer these and other vital questions about the problems retail shoe merchants 
are facing today, and how they are solving them, Arthur D. Anderson, editor of 
BOOT AND SHOE RECORDER, and Harry R. Terhune, field editor, have just © 
completed a survey that required more than three weeks time, during which they 
traveled thousands of miles and interviewed many merchants in their own stores. 
This is the introductory article in a series in which they tell of their discoveries. 


how he or she is thinking in terms of a pair of shoes, 
and at what price. 

Now, we're getting somewhere. Now, we're be- 
ginning to think, not from the theoretical side but 
from the practical “point of use.” Let’s get into 
action—let’s find a typical store in a typical commu- 
nity. It will serve us in the same capacity as an “iso- 
lated patient” subject to study and experimentation 
by doctors in search of a cure for a malady. 

Get out of the office, get away from the desk, go 
out and find a single shoe store and study it in re- 
lationship to everything else. A new and important 
season is in the making. Go out and find some sim- 
ple formula which might be used throughout an in- 
dustry in the months to come. An entire industry is 
looking for a path to straight thinking. 
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We sailed under “sealed orders” from the publish- 
ers of the Boor AND SHOE RECORDER. 

We found out that our assignment was to study 
policies and practices at the source and to suggest 
ways and means of selection, presentation and sale 
of merchandise in each shoe store. We were told to 
study the store in relation to its community, manage- 
ment in relation to merchandise, merchandise in rela- 
tion to values, to fashions, to service and to the 
“price the public would pay.” We were told to de- 
vote as much time as necessary for a complete labora- 
tory experiment, within and without the store, cover- 
ing every phase from the opening of the door in the 
morning to closing at night. We were asked to play 
a part in the practical operation of each individual 
process in business. We were told to center our in- 
terest on the point midway between the fitting stool 
and the customer’s foot, for it is from that point that 
all the money of the shoe and leather industry comes. 

“Prove fundamental facts and see them worked 
out in practice,” the final admonition was, “then 
gather your facts so they can be presented in such 
a way that every other man in the industry can feel 
that he was a party to the experiment and a bene- 
ficiary in its conclusions. Above all, tell the truth 
as you see it, let it strike where it may. If industry 
is in for a new set-up, for bitter experience, for 


change—a few fundamental truths found at the 
source may prevent much waste and error in the 


season ahead.” 


Diagnosis is fundamental. Maybe we can study a 
number of stores and find a few common themes, 
principles, problems, or practices. Doctors look be- 
hind symptoms and learn the causes. Maybe a scien- 
tific approach to the actual facts in business will 
produce substantial conclusions that could be used as a 
basis for shoe store progress. 

This thing we do know—that the shoe merchants 
of America are at the cross-roads, wondering which 
path to pursue for profit and prestige. This, also, we 
know, that the shoe merchants of America have, at 
this time, one of the greatest opportunities to show an 
assured confidence in their own abilities to serve and 
an active faith in their own abilities to select. 

If we can find merchants with “feet on the floor,” 
maybe we can develop a composite picture of the shoe 
store that will prove its destiny. What is the destiny 
of the shoe business at retail? If we can find some 

[TURN TO PAGE 40, PLEASE] 





In these days of searching analysis of 
all of the factors that enter into profit- 
able operation at retail, it is vital for 
the shoe merchant to know what lines 
of shoes are making money for him, 
and what lines are showing a loss. 
This article tells of a simple record 
system that has proved successful in 
practice. 


Which Lines 
of Shoes Pay 


Your Profit 


When pair profits are cut to the bone in an 

effort to meet price competition, every pair of 

shoes must pay its way. The line that shows a 

loss has no place in the shoe store, and in this 

connection it’s important to remember that, when oe bse eta yap rane Tot ve 
overhead and other costs are taken into account, BL oh ide 
the line on which the store merely breaks even 

is pretty sure to be a losing venture in the long 

run. 


The problem in many shoe stores, however, is 
to determine what shoes pay their keep plus a 
profit and What others result in a net loss at the 
end of the season. In the departmentized store, 
this should be comparatively easy, but often it 
isn’t. Particularly, is this true in the smaller 
stores, the ones which do not have elaborate 
stock control and accounting systems. 


This article was written by a practical shoe 
man, who knows the business inside and out from 
long experience. We believe the suggestions it 
contains will help to solve a problem that has 
proved troublesome to many a merchant. 
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year, do you know what manufacturer’s shoes helped 
you to make it? In other words, you are buying, let 
us say, from eight makers. Some of your lines sold 
out clean and some of them you had to reduce con- 
siderably. On these, of course, you sacrificed most 
of your original mark-up. Do you know, quickly, 
which maker’s goods were profitable and which were 
not? 

Can you answer these questions from season to 
season? Why do you buy from certain manufac- 
turers instead of from other factories making the 
same grades? Is it because you have done so for a 
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Or because you like the salesman? Can you tell, 
easily, whether one of your factories used to show 
you a good season’s mark-up and does not now? 
Have you been holding on to that line too long? 

Suppose you are selling a complete line of shoes, 
that is, men’s, women’s, boys’ and girls’. They are 
all under one department number or you are a spe- 
cialty store where all the sales get into one pile. 

Can you tell, readily, at the end of each six months 
whether each of those divisions is making a gain? 
Or is it possible that a good profit in one division is 
offset by a loss in another? 

These are all vital questions. It seems superfluous 
to say that it is more than ever necessary now to 
know all you can about your business. And it is 
equally true that the mark-up you put on at the be- 
ginning of the season does not determine what the 
actual return is going to be. 

The answers of several shoe merchants to whom 
those questions were submitted were not very satis- 
factory. Each man in the little group claimed to 
know all about it, but when asked to explain how he 
knew, was rather vague. It was curious enough to 
browse around some to find out if there was any 
shoe man I knew who had worked out some simple 
easy way of keeping track of these things. I found 
one system that has been working for years. It is 
very simple and it does not lie. It gives you the facts 
regardless. .The man who uses it calls it a Profit 
and Loss book. 


Siepers I let him give 
you an example. of just how it worked in closing out 
of his stock a line that he had been carrying for a 
number of years and how it helped him to make a 
decision between two competing lines when he was 
forced to lower his inventory. 

“I keep this book in my desk and every time I 
place an order I enter the number of pairs, the price 
paid and the total. You see, I have a separate page for 
each account I buy from. Then I enter the selling 
price over here. Now, suppose I have to reduce 
some of those shoes. I have the stock counted and 
subtract the number of pairs on hand from the num- 
ber originally purchased and credit the maker with 
the difference over in this last column. Maybe I have 
to reduce them again. I do the same thing, crediting 
the maker with the amount received at each price. 
When I add up the two columns at the end of the 
season it shows at a glance how much I paid that 
manufacturer for shoes and how much I got for 
them. If there are any left on hand I credit him 
with a fair value for them. The difference between 
what I paid for them and what I got for them is the 
gross profit. It cost us 30 per cent to do business in 

[TURN TO PAGE 64, PLEASE] ° 





TEATIME and 


we. Oe 


Steeles shoes are being 
featured for tea and dinner, with exotic and open 
types continuing in debutante and young matrons’ 
fashion footwear. 

Recent openings in Paris exploited smartest cos- 
tumes for dinner and evening, featuring the medium 
and low heeled type of evening shoe. As if one could 
see the reaction from the fancy and much cut-out shoe 
of the Spring and Summer, rich brocades and mate- 
rials such as faille, gold threaded and hand embroi- 
dered fabrics have been brought into the fashion pic- 
ture for mid-season, while the open shank and trimmed 


Illustrated on this page: Above, new type of medium heeled 
evening slipper which takes its inspiration from the house 
step-in. Made of a new material which has a Turkish: towel 
weave, the vamp is finished with a circular braiding stitch of 
contrasting leather. 

Below: Black crepe tea slipper made to suit the requirements 


of the matron or clubwoman. Two smart cut steel rosettes add 
a quarter line interest and help the spirit of the pattern. 
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DINNER HOUR 2m juizo: ms 


Conservative Types of Footwear Are Favored for 


Evening, with Paris Exploiting Medium Heel Heights 


quarter line assumes its regular importance. Circu- 
lar bandings of gold and silver together or strippings 
with rickrack and the twisted spiral treatment of 
leathers superimposed or underlaid on the fabric at 
the quarter line are the new and important items for 
the conservative evening shoe. 

There has been a tendency to contrast evening 
slippers and costumes, while many women are match- 
ing a two yard square evening handkerchief to the 
same color of the shoe. It is anticipated by Fall that 
the color will be more rhythmic and in less contrast, 
as blending is again fashion’s. favorite demand. 

As it is anticipated that rich wines in velvet, brick, 
terra cotta and snuff shades will background the 
evening picture, there is no reason to believe that 
the quality evening shoe will not hold high place 
in fashion, as these shades are quality shades. 
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There is a new patent in the market wherein the 
quarter and the heel are covered in one. It is a 
French innovation and some of the high grade bench 
makers are using it as a feature for the quality shoes. 
Shoes covered this way have a very unusual appear- 
ance and create a symmetry of costume and shoe that 
has not been possible where the cupping line of the 
heel is shown. 


; le is also heralded from Paris 
that the old Mary Jane, the D’Orsay side tine and the 
medium heel, mule type of quarter will be important 
for Fall. Roughed fabrics resembling Turkish towel- 
ing in pale green, pinks and blues, dyeable wool crepes, 
meshes and diagonals are all in the evening picture 
this season. 

Bag patent in pale blue, pinks, greens mounted on 
bandings of faille and grosgrain are being used for 
accent with metallic satins, also wool crepes, wavy 
weaves and fabrics which are superimposed with 
metal flowerings. New ideas are being shown in tiny 
side-buckles for evening and some Paris models of 
shoes are showing cut steel buckles on the throat. 


sc N 


Ilustrated on this page: Upper left, strap slipper made of 
dyeable figured crepe. This shoe pattern is capable ef suiting 
the popular demand as well as that of the fastidious weman. 

Right: Black faille with under thread of gold. Here again is 
a shoe suitable to stock. The pattern is staple and the trim of 
gold and silver increases its uses. 

Lower left: Many women complain of their inability to find a 
shoe which will support a foot and yet have grace and pattern 
importance. This*shoe has already registered with just such 
customers to be worn for bridge, club and platform wear. De- 
signs such as this may also be worn on the street. 





A window display that sold shoes and accessories. For the price of a local telephone call and a message of 


20 words—no more, no 


less—J. J. Viccaro, manager of the French, Shriner & Urner shoe store in Lexington 


Avenue, New York, obtained the loan of a couple of boat models and a poster of the Motor Boat Show, then 
in progress at Grand Central Palace 


Men Buy Shoes through Windows 


And Well Planned Displays Sell Socks, 


Shoe Trees and Extra Profit Accessories 


L eatevs are a vital factor 
in selling both shoes and accessories. Within a stone’s 
throw of the store around whose experience this arti- 
cle is written are such famous hotels as the Waldorf 
Astoria, Barclay, Shelton, Montclair, Winthrop, Lex- 
ington, Park Lane and many smaller ones equally fa- 
mous. Then down Lexington Avenue, a block is the 
Grand Central Palace, where many of New York’s 
big exhibits and industrial shows are held. 

Selling men’s shoes over the ten-dollar mark in such 
a neighborhood has both its advantages and its obli- 
gations. It is very necessary in this French, Shriner 
& Urner shop on Lexington Avenue that the individ- 
ual display not only shall reflect good merchandise 
and good taste in trimming but that it have sufficient 
strength in selling power to bring the man in the store 
from the street in a buying frame of mind. 

The street line layout of this particular store is one 
long window, the entrance door and'then a small win- 
dow about three feet square. Many interesting tales 


are related of the successes attained through individ- 
ualized trims in this small window. Right at the pres- 
ent writing dress shoes are being featured by Manager 
J. J. Viccaro with an occasional variance of sport 
shoes for the sake of a change. 

Due to the store’s location, dress shoes sell very 
well; in fact their sales average considerably higher 
than those of other stores handling similar grades. 
The trim that sells the most dress shoes is quite a 
simple affair, yet it is most effective. For a back- 
ground a sign made of white velvet with black wood 
letters reads: “FOR AFTER SIX.” This sign cost 
$1.80 and is the only expense connected with the trim. 
Three styles of men’s evening shoes, a showing of 
black silk hose, some black and white shoe bags 
(Tecs) and a unit of a high silk hat, evening cane 
and white gloves complete the picture. 

For an idea or so on the large window: Eye catch- 
ing, attractive trims in keeping with the type of shoes 
sold the passersby, are the rule. A photograph of 
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the Motor Boat, window is used to illustrate just how 


current events are tied in with displays; \In this case’ 


the center of the window was given over to boats and 
literature relative to the show which was being staged 
in the Grand Central Palace. This was the trim which 
cost just one lone nickel. 


Daring the Automobile Show 


in January, which brought thousands of visitors to 
town from all over the country, the tie-up consisted 
of showing a booklet of every car at the Show. Many 
people came in to ask for extra copies of these books, 
which, of course, were furnished as far as possible. 

While this window is under observation, consider 
the alcoves at either end. These are the regular places 
for the showing of riding boots, jodphurs and riding 
accessories. And many’s the sale arising from the 
regular showing of such profit making items. 

Still keeping in mind the store’s location in the 
midst of a nest of good hotels, the many items always 
needed by the well-to-do traveling public are presented 
either in with the regular shoes or in special units of 
their own. Included in the list are traveling slippers, 
shoe bags, light weight and regular shoe trees and 
all kinds of hosiery. A neatly worded small sign 
cffering to give a combination shoe horn and button 
hook for the asking works out as a very friendly ges- 
ture to the visitor. 


Here’s the interior of 
the same store, show- 
ing the careful atten- 
tion given to displays 
of both shoes and ac- 
cessories. Observe the 
position of the man- 
ager’s desk. Mr. Vic- 
caro likes to be right 
on the fitting floor, in- 
stantly available at all 
times 
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The number of out-of-town names on the card file, 
who in the great percentage of cases turn out to be 
regular customers of the store, attest to the worth- 
whileness of the windows which are Viccaro’s pride: 
and joy. 

Inside the store are fully as many interesting dlis- 
play ideas as in the windows. None of the six interior 
display cases have the usual glass doors. The reason? 
Well that’s a story almost in itself. Shoes, hosiery 
and trees behind glass partitions look nice and prim, 
but they do not sell nearly as many goods as when it 
is possible for the trade actually to handle the goods. 

One other clever trick thought out by the general 
manager in this connection explains in a large meas- 
ure the remarkable record these stores boast in the 
sale of men’s hose. In the display cases in the front 
part of the store, which are devoted to hose, only one 
size hose is shown in a case. In showing hose to the 
trade, the man is taken right to the case which houses 
his proper size and is encouraged to pick out what he 
will. No question of size comes up, as that has all 
been settled. Price is also a minor matter, as most 
of the hosiery is within a narrow price group, so the 
main question under consideration is “How many?” 
When only that question is in the mind of a customer. 
sales invariably result. 

Hosiery is, of course, one of the easiest selling 
“extra sale” items in a men’s shoe store. That’s why 


[TURN TO PAGE 56, PLEASE] 
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Does the Public Win By Price? 


, ES must be a bottom 


somewhere to shoes at retail. We can understand why 
a department store will run a “loss leader” as a 
come-on to increase traffic of customers through a 
store, but we cannot understand why the repair of 
shoes at 57c. a pair can be made a regular form of 
business under that classification. The cost of a pair 
of soles, heels and workmanship is not to be covered 
at such a price. We had occasion to see a repair job 
at 50c., and whatever substitute they used for sole 
leather, when thrown into the bucket to temper, needed 
a spoon to find it again. Certainly with rubber heels 
at five cents, there is not much else than mud and 
molasses. 

When it comes to shoes at rétail, how much can the 
public expect in shoes for $1.45 when there are fixed 
elements of labor, transportation, packing, etc.? Shoes 
to retail at that price may have some good materials 
therein, due to the shopping ability of the factory 
buyer plus economic luck, but for a continuous diet by 
the factory, by the store and by the public, is it not 
economy misplaced ? 

We are seeing one of the large chain organizations 
in the low price field having all sorts of grief and no 
particular increase in retail store customers, at prices 
$1.95 to $2.45. That chain is up against the problem 
of customers stepping out of higher-price stores and 
asking of the cheaper store fitting time, trained service 
and even deliveries. It isn’t “in the wood,” so to 
speak, for a store selling shoes at $1.95 to be able to 
give fitting service, time, care and attention up to the 
point of an hour’s service when the total return for 
the shoe and for the salesman’s time, etc., is under $2. 

We are not saying this in discouragement of lower 
prices for there are people, everywhere, who must buy 
the most for the money—and they have: very little 
money with which to buy. But the shoes that we have 
seen offered at these prices haven’t been service shoes 
or standard shoes. They have been highly styled shoes 
in colors and patterns. 

If conditions like the above continue, what, where, 


and when, will the bottom be reached? It is time to 
listen to the great merchant, Percy S. Straus, vice- 
president of R. H. Macy & Co., biggest department 
store in America. He says: 

“We have handed on to the public all the benefits 
of falling prices and have kept for ourselves all the 
disadvantages. That may be good philanthropy, but 
it isn’t good business. Many of us are trying to save 
by using more efficient methods but the real need is 
for an increase in original mark-up, although many of 
us hate to face it.” 

The months of January and February were amazing 
months at retail. The public was passive to all com- 
modities at retail—no matter how low prices were put, 
the goods wouldn’t move. It wasn’t price alone. It 
was the general mood of withholding money—letting 
the needs be stifled. Cash was more important than= 
goods at any price. But the month of March is be- 
ginning to show a more healthy tone. Many a cus- 
tomer has hungered so long for a day’s shopping that 
we are bound to see a stimulated sale of goods at re- 
tail. Men, women and children have been out of the 
stores for so long that they just can’t resist the Spring 
impulse. We know their needs for shoes and other 
commodities are great. We know their wants are 
many. 

Now it is up to the merchant to look upon himself 
as a merchant of good goods. If the public is in the 
mood for buying fewer pairs, the only thing to do is 
to put a little more salesmanship back of each sale so 
that the public buys a better pair. There is a little 
more money in it for the merchant if he grades the 
customer up a dollar bill and there is much more value 
and service in the shoe so appreciated in price. The 
customer may buy a pair of shoes for a lower price 
than ever before and he or she may get a certain 
pleasure at the time of purchase for such buying 
ability, but the real test of a pair of shoes is in its 
wear in the weeks following. 

Somehow or other, the shoe merchant must tell this 
to the public so that the buying public is convinced. 
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TO BUY SHOES 
SOLE SIDE UP 


Throughout the country — every month — Darex 
° , 
y messages are making customers for shoes with 


y $ 4 “Ye Darex Soles. Your customers are learning to turn 
? 





SG shoes over — to look for the Darex trademark that 
guarantees the important features unique to Darex. 


S O L E S ID E U P Patents prevent the manufacture of substitutes. 


INSIST ON DAREX .. THE NEW 


SUEDE-LIKE So”E itd 40 smant Here are the points that help 


Now that soles are steppi i 
ow that soles are stepping you sell shoes with Darex Soles 


up in style circles, women are looking at the soles of 
all shoes before they buy. They are looking for Darex, 
the new smart soles... . (You'll know Darex Soles, 
they look so very different from leather or rubber soles 

uede-like ing!) ... Wear one pair of shoes 
with Darex Soles and you'll wear Darex Soles always 
and become voluble with your friends. ...“ They are so 
light weight, so flexible .. . they are waterproof and they 
are insulating —cool in hot weather and warm when 
cold weather comes — and marvelously comfortable. 
You really should try Darex.” The shoes below show 
what smart sport models are now carrying Darex Soles. 





Insulating (non-conductors of heat and cold) 





Lighter in weight than rubber or leather 
Permanently slipproof on any surface 
Pliable 

Quiet 

Extra-resilien 


Waterproof 


eouweaeannhk & Ww = 


Smart — the Darex suede-like finish is a new 
fashion keynote 


Available only on good shoes 


Nationally advertised 











' , Darex Soles give smart retailers an extra something 
Shoe with Darex Soles by Carlisle Shoe Company 
An intriguing new model of beige elk with brown calf trim and a stitched and 


perforated design on the toe. Well designed .... well built (hand lasted) and to talk about... provide that punch that clinches 


most becoming to any foot. 


STORES FEATURING THE CARLISLE SPORT SHOE WITH DAREX SOLES the sale. Quality shoes move faster. Each sale repre- 


1. MILLER & SONS, INC |. MILLER COMPANY GOET« MITTELMAN, Detroit 
New York. Chicago, Philadelphia Los Angeles. California |. MILLER SALON, Detroit 


attle, Washington 
“ Sonoberbore Cotes | a Eaton oseoes sents more profit. Ask us about the new Darex 
SerwmenerCaliorne «ERNEST MAAS CO. IL MLLER SALON, Blo 
1. MAGNIN & COMPA\ ee 
Sentrencnce,Calorms DICKSON IVES CO. yon gape Merchandising Plan. 
bag po Pen rsseeiancaechie Ate wr Cueln & 

L. SPELKE & J. MILL AL 
Lt MALES COMPANY, Roar biaed 


SON 
rere soeerer ati The advertisement on the left is appearing in 


Darex Soles Harper’s Bazaar, March. 
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DAREX ADVERTISING APPEARS IN: DEWEY and ALMY CHEMICAL 


VOGUE - VANITY FAIR - THE NEW COMPANY 


YORKER - HARPER'S BAZAAR . 
THE SPORTSMAN CAMBRIDGE, MASSACHUSETTS 
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Last Should Be First 


That Is the Buying Rule of William G. Nissen, 


Oklahoma City, Who Rates 
Style Second 


"he independent 
merchant must try and meet 
the demand for lower price 
shoes if possible,” said Wil- 
liam G. Nissen of the Nissen 


Shoe Co., 
Okla. 

“But don’t sacrifice quality 
under any circumstances. We 
may have to take less busi- 
ness at the moment, but the 
quality prestige of our busi- 
ness is being and will be 
maintained. 

“The thing we are doing today is to give more 
service in fitting. The customer with a pair of shoes 
that is causing pain certainly is no asset to our store, 
but let that same pair of shoes render relief and com- 
fort and you can depend upon that individual repeat- 
ing to a number of people the story of service and 
the fit we give our customers. 

“All of our salesmen have instructions to present 
to the fullest, arguments why the shoe recommended, 
according to the best fitting standards, is the shoe for 
that particular foot. We tell our story up to a cer- 
tain point and then say to the custumer: ‘This is 
your size according to our best knowledge and ex- 
perience in fitting many feet, but you must decide and 


Oklahoma City, 


WILLIAM G. NISSEN 


He turns children’s shoes ten times 
a year. 





you alone know how the shoe feels 
on the foot.’ In practically every 
instance the customer will agree 
with us. Not, however, if we used 
high pressure methods in insisting 
that without a doubt the shoe was 
a fit. 

“Many merchants fail to realize 
that is possible for them to be 
wrong. Let the customer make 
the decision. If she has a closed 
mind, the confidence you place in 
her opinion and judgment will 
break down sales resistance. 

“Our standards of buying shoes 
are, first, the last; second, style, and, third, material. 
Operating the type of store we do, the first essential 
we demand in buying a line of shoes is the last. Fit- 
ting and good fitting shoes have built our business and 
perhaps that is why we enpnien the importance of 
the wood. 

“If the line is not compatible with vee fit we can- 
not use it in our store. From our experience we 
know that proper lasts give comfort and the shoes 
hold their shape, which extends their wearing quali- 
ties. Being honest with your customers seems to be 
about the best advice that a merchant can offer.. 

“We take ourselves seriously in this business. Our 

[TURN TO PAGE 56, PLEASE] 
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ORDER SHIPPED 
RECEIVED FOR SAME DAY 


DETROIT, MICH., STORE 1125 PR. 1118 PR. 
LOS ANGELES, CALIF., STORE 581 “ 579 « 
ALEXANDRIA, MINN., STORE 136 “ 136 “ 
DETROIT LAKES, MINN., STORE | 240 “ 240 « 
RALEIGH, N. C., STORE 144 “ 140 “ 

2226 2213 “ 


AVERAGE FOR ORDERS 994 / 
FILLED IMMEDIATELY 10 /O 


THs group of shipments picked at 

random shows that 99 4/10% of the 
orders were shipped the same day re- 
ceived! Think of it! And never is this 


No.156 figure less than 98%. A merchant can 
6%, to &— e . 

adhe tala select his favorite numbers from the 
B, C, D Wide—$1.50 , comprehensive “GREAT SCOTT” line 


11'4 to 3— 


e 5, Som and KNOW that at least 98 out of every 
& hundred pair will be shipped the same One of the salient factors of the 
day. And very often it’s 100%. This | DOERMAN PLAN is its 98% 


° ° : PERFECT IN STOCK DEPART. 
is a service we can justly feel proud of. rent. write ‘aeemannnada 


It’s a service that “GREAT SCOTT” summer 1932 catalog. 
dealers always can depend upon. an 


“The names and addresses of the above mer- 
. chants will be sent upon request. Or better 
No. 161 still, let us tell you about the Doerman Plan 
6% to 8— and the inimitable line of “GREAT SCOTT” 
C, D Wide—31.30 Shoes that brings bigger and better profits to 
8Y, to 11l— these merchants. 
B, C, D Wide—$1.50 


Nite 7% 30 DAYS 


No. 220 In Stock 


62 to 8— 
C & D—$1.30 


No. 102 Bl No. 328 In Stock 

6, to 8— a ~ $ 82 to l1l— 

C, D Wide—$1.10 a C & D—$1.50 

81, to 11— a — 114 to 3— 

B, C, D Wide—$1.30 C & D—$1.65 

1114 to 3— 

A, B, C, D Wide—$1.45 

No. 160 In Stock 

612 to 8— 


Doerman Shoe Mfg.Co, SS #2 


SOUTH MILWAU KEE, wis. | ABC & D-$1.65 
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R844 Tan and 
White, Favorite 
Last, A to D. 


Also RS43 Black 
and White. 


RS40 Black Calf, 
O’Boi Last, A to D. 


RS28 Black and 
White, Kenmore 
Last, A to D. 


Also RS20 Tan 
and White. 





ERE’S wonderful news for 
Crossett retailers and those 
who would like to meet present day 
merchandising conditions with a 
strong, vigorous, non-competitive 
line of men’s footwear. CROSSETT 
now presents a wide range of $5 
retailers. These new distinctive 
models—only a few of which are 
shown here—offer the acme of 
style and excellent workmanship 
with a selling appeal that is rarely 
equalled. Shoes to satisfy the eye 
and purse .... shoes that bring you 
and your customers a full measure 
of value ... . shoes that return 


you an excellent margin of profit 


.... that’s the Crossett proposi- 
tion today. 
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R846 Sandy Beige 

and Tan Calf, 

Kenmore Last, A 
to D. 


Also RS45 Black 
and White. 


R837 Brown Calf, 
Favorite Last, 
A to D. 


RS47 Black and 
White Calf, Noble 
Last, B, C, D. 
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EFORE you order another pair 

of men’s shoes GET full details 

on the Crossett $5 proposition. See 
these shoes. Compare them with 


any other line of $5 retailers in the 


country. Learn how Crossett backs. 
up retailers with an unusually effi- 
cient In-Stock Service. 


The Crossett trade mark symbolizes 
quality and masterful 
craftsmanship in footwear that 
meets the dictates of fashion. NOW 
priced to retail at $5 they bring to 
progressive merchandisers one of 
the strongest, most widely known, 
fastest-selling lines ever introduced 
to the trade. Write, wire or phone 
for representative or copy of new 


excellent 


catalog. 

















was much in evidence 


Style and sty!e promotions move 
in cycles. There is nothing new under the sun. Con- 
sider, for example, the colonial patriotic theme so 
much in evidence at the present time as a result of the 
bicentennial anniversary of Washington’s birth. The 
same theme, carried into fashion interpretation, has 
recurred again and again at intervals in the nation’s 
history. As a background for merchandising promo- 
tion it undoubtedly has a definite appeal. As a fashion 
theme, carried into the merchandise itself and flashed 
upon an unsuspecting public with little or no regard 
to the logical trend of style development, it holds ele- 
ments of grave danger. 

False and exaggerated promotions constitute a huge 


Niwhat a silken otockins 

L nd what a salin shoe, 
[wish I were alittle toe, 
To live in there,I do. 


TL 
1760 


A window background shown in Boot and Shoe Recorder in 1912 when, as today, the patriotic 


Style 
Moves 


in 
Cycles 


economic waste. Last season we saw the Eugenie 
hat come and go, incidentally costing the millinery 
industry millions of dollars and causing the failure of 
more than one old-time reliable house. Over stimu- 
lated, over emphasized, and over “promoted, the. 
Eugenie hat went the way of all bubbles into the land’ 
of glaring and costly mistakes. 
Now upon the heels of that disaster come the two: 
more glaring follies, namely, the gob or bellhop jacket 
and the bicentennial patriotic merchandise. - Who of 
the thinking woniett are going to buy, or think of 
wearing, the uniforms of servants and doormen? In- 
feriority consciousness due to depression may level and_ 
[TURN TO PAGE 54, PLEASE] 


A window display stressing the patriotic theme that was used in 1912, reproduced from Boot and Shoe Recorder issue of 
May 29th in that year 


28 


Boor AND SHOE RECORDER : 
combining THE SHOE Reraicer, March 12, 1933; 





NeW So histicated 
(Fashion 
(Bows Lo-the 


Junior 
Girl 


Here, at last, is footwear that truly reflects the style-consciousness of 
the Junior Girl of today. 


Lasts that are a revelation in trim, neatly fashioned roominess! 
Patterns and combinations that are smart, and sophisticated— 
interpreted in practical terms. 


Patented construction features that insure long, comfortable, health- 
ful service far exceeding what their light, dainty appearance would 
lead you to expect. 


Opening a broad new field of quick selling activity. New—yet 
already a distinct success. 


These are a few brief facts about Silhou-welts 
by Pied Piper. Write for your copy of com- 
plete descriptive circular now on the press. 


M(aiathon Shoe Co; 


Matathon Shoe Co; WISCONSIN 
Specialists in Juvenile Footwear for more than 
seventeen years. 


WAbhemePATENTED /MPROVEMENTS 


4y Pied Piper 
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Standardize on (3 ; ) &vant. Brand 


IT'S AN 
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N. B. 
THAYER 


SHOE COMPANY 


EAST ROCHESTER, N. H. 


| LAr Lipe or” 
stanneg pid 


N. B. Thayer Shoe Co. one of the oldest New 
England shoe manufacturing firms, has long 


B. Thayer Shoe Co. 
in 75 


fealty to" ship bees enjoyed a reputation for traditional value. 


which we show 2 
bers made of RUBY 
D. 


tae Bee Some years ago, when they elected RUBY KID 
single sole, rubber 

_ vo as their standard black kid leather, we were 
merid blucher oxford, ; ‘ 

single sole, Cottage naturally pleased with their selection—because 


shank, ru’ . 
Carried in stock B 


a they then stated that their objective was the 
best and most consistently uniform Black Kid 
they could find. 








They have continued to standardize on RUBY 
KID which is the best evidence that this leather 
has continued to serve their value requirements. 


“RUBY KID is a DEFINITE SALES INFLUENCE” 


JOHN R. EVANS & CO. 


Camden, New Jersey 


CINCINNATI ROCHESTER ST. LOUIS MILWAUKEE PHILADELPHIA BOSTON 


EVANS LEATHER 
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A steady upswing in the sale of 
leather suitable for sports footwear is the final proof, 
if any is needed, that the Spring and Summer of 1932 
will bring a demand for this type of shoe far in ex- 
cess of that of last year. 

Olympic contests, which took place at Lake Placid; 
the gradual development of golf as the sport of the 
average man; the desire on the part of everyone to 
look like the “pictures in the movies”; the habit of 
donning sports attire as the correct garb for Sunday 
afternoons in the Summer and dozens of other fac- 
tors have all had and are having their influence. 

This has been the “Winter of our discontent” and 
millions of people are going to be tickled to death 
when warm weather comes and they can help forget 
it by putting on something new and bright. Both 
sexes, with unusual emphasis on the male, will feel 
the urge for timely merchandise. 

No prolonged survey of the leather district in any 
of our large manufacturing centers is necessary to 
detect a better feeling of business. This feeling is 
not nourished by volume because, despite the fact that 
trading is better, orders are not large. It is due to 
the large number of small orders spread over a large 
number of shoe factories; and the eagerness with 
which these same manufacturers sample any specialty 
which the tanner has to offer. 

In the last two years, orders at this time have been 
large. Today they have been few in number, but the 
circle of interest is far wider. Sample orders for 
leather reflect a desire on the part of the manufac- 
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Popularity 
of 
Sport Shoes 


turer to send his salesmen out with longer lines than 
in other seasons. 

In the women’s field of the industry, the interest 
of the leather trade centers, of course, in the un- 
lined shoe. For what is probably the first time, 
manufacturers of women’s footwear are buying men’s 
weight leathers. In some cases this has been 
carried to an extreme. One of the South Street, 
Boston, tanners tells of manufacturers who have sam- 
pled and re-ordered on a weight even heavier than the 
one most in demand for men’s footwear. ‘One man- 
ufacturer tells me,” said the tanner, “that by the time 
he has finished perforating the stock it does not make 
a heavy shoe and anyone can understand, of course, 
that an unlined shoe should be made of leather heavier 
than the grades used in the lined shoe.” 


This same unlined shoe is 


responsible for a lot of. experimental work in an 
attempt to find some means of coloring that side of 
the leather which is to be the inside of the shoe. 
The problem is to get a finish which won’t rub off, 
a problem simple of solution in some kinds of leather 
—more difficult in others. Other tanners have de- 
vised treatments by which the flesh side can be made 

much lighter in color than the grain, or outside. 
Judged entirely by orders placed to date, elk will 
carry off the honors in the field of real sports foot- 
wear, with calfskin a close second, although an in- 
{TURN TO PAGE 62, PLEASE] 
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HANAN 
SHOES 


for 
Men 


Now Priced to retail at 


10212" 


A remarkable opportunity is opened up to the retail 
shoe trade by this new low .price range of shoes of 
Hanan quality. To help realize this opportunity, Hanan’s 
Stock Department offers its customers a full range of 
sizes in famous lasts and favored leathers. To enable 
Hanan dealers to carry a complete stock at a minimum 
investment, shipments will be made the same day 
orders are received. Write today for full information. 


The New Men's Catalog will be sent on request. 


HANAN & SON, inc. 


Front, Bridge and Water Streets 


BROOKLYN * NEW YORK 
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Attractive Window Background Effects 


How to Get a Variety of Displays with 
Interchangeable Background Units 


By J. M. WARD YOST 


ln the Boot and Shoe Recorder, 
issue of February 27, we described the interchange- 
able background units, explaining briefly how they 
should be constructed and finished. The advantage 
of interchangeable units over permanent backgrounds 
is that they are easily put in place or removed and re- 
decorated, which cannot ordinarily be accomplished 
with the regular background except at considerable 
expense. 

Under illustration No. 1 we repeat the measurements 
of the various units in case you missed them in the 
previous issue. It should be remembered that the 
measurements given will be satisfactory for windows 
having a background length of from 12 to 14 feet. 











Unit 
No.2. No |. No3 





No.4 S. 
































Illustration No. 1 showing the Boot and Shoe Recorder 

Interchangeable Background Units. Measurements are: 

No. 1, 36 by 90; No. 2, 24 by 84; No. 3, 18 to 78; No. 4, 
12 or 18 by 72; No. 5, 6 by 72 by 12 inches. 


However, they can also be used in slightly smaller or 
larger windows. 

The correct height of units will depend on the 
height of the permanent background. The height 
given is suitable for a window having a paneled effect 
around 78 inches high with a frieze at the top 18 or 
20 inches wide. The units are graduated in six-inch 
heights and this ratio should be kept unless the win- 
dow is very low. 

The different sections should be finished on both 
sides so by reversing them another color effect may 
be had. Flat color oil paint is best for general use 
but fabrics, colored paper, or metal paper will answer 
the purpose. Stucco effects are not recommended if 
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Illustration No. 2 showing simple methods of ornamentation 
for the different units. See text. 


additional decoration is to be used. Light colors are 
best, as they help eliminate reflections in the glass. 
A good combination would be pure white on one side 
and light tan or buff on the other. White is popular 
at the present time and another advantage is that any 
color light or dark may be used with it. 

By finishing the units in one solid color decorative 
effects may be had without damaging them. Sketches 
B, C, D and E in illustration No. 2 suggest a few sim- 
ple effective decorative effects that may be carried out 
at very little expense. 
unit may be finished in white with the lettering or 
wording in a darker color. Cut out wood or felt 
letters may be purchased for the purpose and used 
many times. To carry the idea out, a circular effect 
should be used on each unit with suitable wording in 
the center or prices if they are to be featured. 

Sketch C illustration No. 2 suggests two-color effect 
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Background Setting No. 3. An arrangement of five units 
showing the use of painting or posters. 
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Sketch B showing a No. 1° 
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SMARTNESS 


need not - 
be expenbive 


Peters Shoes at these prices will 
prove that conclusively to every 
thrifty shopper in your community. 


These Popular Patterns were picked 
from our long line of $4 Retailers 


These In Stock--Ready for Immediate Shipment 











Made to 


Retail at 
5594—Black Kid: ..-.-.-$2.50 
5595— White Cabretta. 2.60 


15/8 Heels 


AA, 5-8; A, 4'-8; 


5552—Beige Kid~-. . $2.60 
B, 3%4-8; C, 3-8 


\  5551—Black Kid. . . .-.. 2.50 


19/8 Heels 


A 
AA, 5-8; A, 4NA-8; | aa 
B, 344-8; C, 3-8 \ i 
5556—Beige Kid..... $2.60 


5555—Black Kid... .. 2.50 








19/8 Heels 


ey its 
, “ yo 





5582—Carmel Elk ... . .$2.60 
5579—Patent ........ 
5581—Red Calf -. 2.60 





12/8 Heels 


Pee Om q Ws are 
C, 2-8 5561—Black & White. .$2.60 


5562—Brown & White . 2.60 
5560—Alll Black. .... 2.50 


17/8 Heels 
’ AA, 5-8; A, 4%-8; 














B, 314-8; C, 3-8 
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Background Setting No. 4. An arrangement of seven units 
with ornamentation. “ 


with a large show card, painting or panel in the cen- 
ter. A striking effect may be had by using a light 
and dark color, but such effects are satisfactory for 
shoe displays only if used for a short time in order to 
secure a change. For instance, if upper section of 
sketch C is white any light color may be used, de- 
pending on the time or season of the year. If it is 
buff or light gray, then some other color that is not 
too much lighter or darker will be satisfactory. Color 
combinations will be covered in another article. 

Sketch D in illustration No. 2 shows a No. 3 unit 
finished with an overlapping paper or cardboard effect. 
If cardboard is used it can be attached with ordinary 
pins, clipping them off fairly close with a pair of side 
cutting pliers. Sketch E shows a shield effect on a 
No. 1 unit. Plain or ornamental border effects may 
be purchased at any wall paper store to carry out the 
decorative lines which appear in black. 


Sketch A shows a simple 
method for cutting tapered ornaments as used in 
connection with background suggestion No. 4. If 
the widest ornament is six inches and the smallest 
two inches and they are to be graduated over a space 
of four feet, take a piece of heavy paper six inches 
wide and at least four feet long and fold it along the 
center as shown by the dotted lines, sketch A. Cen- 
ter the large and small ornament over the folded line, 
one at each end of the paper. The side lines connect- 
ing the two ornaments will give a perfect gradation 






































Background Setting No. 5 Requires seven units. See text for 
description of ornamentation. 
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from one to the other. Circles, squares, rectangles 
and ovals may be cut by the same method. 

Illustration No. 3 shows a background arrangement 
requiring five units which are embellished with three 
paintings or panels representative of the time of the 
year, season or event. The two end units are placed 
slightly toward the front to secure a different effect. 
The ornamentation shown in background suggestion 
No. 4 can be carried out very easily with tapered tri- 
angular ornaments cut according to instructions from 
paper or cardboard. 

In suggestion No. 5 the upper part of each unit is 
covered with composition board, paper or cardboard. 
The pendants may be of the same or slightly darker 
color. Four entirely different arrangements may be 
had with the decorated units shown in background 
suggestion No. 6. First, after the line effect has 
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Background Setting No. 6. Four different changes may be 
had with this arrangement. See text. 


been completed the units may be used without further 
embellishment. Second, the space may be utilized for 
a poster or painting. Third, it may be used for word- 
ing, lettering or a large show card, and fourth, a plain 
colored panel. 

The line effect may be painted in but an easier 
way is to use mending tape which comes three-quar- 
ters of an inch wide, gummed on one side and can be 
purchased at any good stationary or five- and ten-cent 
store. It can be pasted on or attached with pins as 
described. If your window displays are not satisfac- 
tory, send us a photograph taken at night and the 
Boot AND SHOE REcoRDER will be glad to offer con- 
structive suggestions for improving them. 

With Easter and the Spring selling season just 
ahead, there is abundant opportunity for the plan- 
ning and building of a series of attractive window 
displays that will get attention and create consumer 
interest in your new merchandise. In planning these 
windows, do not forget to tie them up with the news- 
paper advertising and other publicity that you expect 
to use during the same period. In this way the 
selling force of both windows and advertisemen‘s 
will be materially increased. 
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DEPT. 5 is set for 
a Speedy Delivery! 


@ If you’re not already well stocked for the Easter 
rush .. . or if you need stock at the last minute . . . 
call on Stetson’s famous In-Stock Dept. 5 for a speedy 
delivery of fast-selling Women’s daytime shoes. 

Speedy! Here’s how speedy—Dept. 5 ships your 
order the day it’s received. No delay. Not a second 
lost at the Stetson end. Not a cent lost at your end 
through sales lost by slow factory service. Dept. 5 is 
geared to fill and ship your order ened accu- 
rately, dependably. 

And what a complete, comprehensive line-up of 
smart Women’s shoes for you to choose from—52 au- 


Dept. 5! Beautiful Stetson weightless welts that are 
revolutionizing the shoe industry . . . light, airy, 
captivating Stetson styles that step to quicker, greater 
profits for you. Any size... any width. . . exactly what 
you want when you want it. 

Send immediately for Stetson Dept. 5’s new cata- 
logue showing the new styles for spring. Select the 
numbers you know will appeal to your trade. Order 
them . . . and let Dept. 5 show you what it’s been 
showing other fine shoe merchants for twenty-five 
years—the first and last word in speedy, dependable 
service. The Stetson Shoe Company, Inc., South 
Weymouth, Mass. 


thentic daytime models in all. All 52 in stock in 


NEW LOW PRICE RETAIL RANGE ... $10 to $12.50 


STETSON SHOES 


for men and women CA 
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What's the Name, Please? 


A Shoe Buyer for a Mail Order House Voices a cae Complain. 
Regarding. a Careless Practice of Some Shoe Manufacturers 


“a . 

t looks like a 
Whoozis shoe—but it isn’t 
marked” — 

“No, I think that one is 
from Whatzis”— 

“Well, whoever it’s from, 
we can’t order it unless we 
know who they are and what 
their price is. «Throw it 
aside.” ; 

And so a “perfectly swell’ 
shoe is cast into the dis- 
card simply because the fac- 
tory was negligent about put- 
ting their name on a little 
tag, with the price below it. 

We buy shoes from samples (dozens and dozens 
of them!) and not from salesmen. As we area mail 
order house, we make up our Spring line in the Win- 
ter, and our Winter line in the Summer, for it takes 
weeks to have our catalogs printed. 

For this reason our receiving-room is flooded with 
samples of every description a few weeks before the 
dead-line in selecting our new merchandise for the 
coming season. From the receiving-room they are 
sent to the “sample room,” where they are unpacked, 
and laid out with more of their kind for inspection 
and selection. This sample room is not an orderly, 
restful, or particularly attractive place. From the 
very nature of the samples there is no chance to “file” 
anything. The best we can do is to have a set of 
shelves, racks and tables for the various kinds of 
merchandise; the shoes in crowded rows on long 
tables, the dresses and coats on racks and wall hooks, 
the underwear piled on tables according to its mate- 
rial, use and “gender.” 

Here is a common occurrence which hurts, if not 
entirely destroys, a firm’s chance of selling us a new 
number. A carton of shoes arrives from the Howzis 
factory on*Januaty 15. The otitside of the carton is 
plainly marked “Howzis, Inc., Boston, Mass:,” and so 
is the checking slip made out by the receiving-room. 
But the individual shoes—often, three dozen, samples 


scri 


the answer.” 


—carry no mark of any kind, except perhaps an in+ * 


tricate number hidden away in the lining. We have 
to get out our little white tags and attach one marked 
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HERE is an interesting sidgestlin from the 
shoe buyer of an important mail order house. 
It deserves the careful consideration of shoe 
manufacturers who are accustomed to submit 
samples to volume buyers. 
the RECORDER, the buyer writes: 


“t have written the enclosed after several seasons of 
harrowing experiences with shoe manufacturers, as de- 


“Surely manufacturers and wholesalers ate eager to 
« ‘sell their goods? Then why this reticence? Many re- ples. 
tailers in situations similar ‘to ours would Jike to hear © 


Perhaps some of the manufacturers who 
have followed the practice described in the 
article may get from this a helpful pointer that 
will lead to increased sales, besides simplify- 
ing the task of the buyer. 


no address or telephone number. 





“Howzis” to every shoe. 
Then comes our second 
problem—what do they cost? 
Wego to the buyer’s office 
and search his files for a let- 
ter from Howzis. There are 
many of them, but none per- 
‘taining to new Spring sam- 
We wait two days 
(the thirty-six samples being 
meanwhile jostled by scores 
of others, some labeled, some 
not). We finally wire Howzis 
asking. for price quotations 
‘on samples received. Howzis 
wires they are sending price 
list by air-mail, “sorry to have inconvenienced, etc.” 
On January 25 the price list arrives.. It reads some- 
thing like this? 


In sending it to 


One-strap black patent, low heel..............0..eeeeee $1.75 
One-strap black kid, low heel.................eeepsees 1.65 
Novelty strap black patent, low heel...............-00- 1.85 
T-strap black patent, Cuban heel...............0.ee00 1.85 
Reptile-trimmed oxford, low heel..............eeeeeees 1.65 
Novelty stitched kid oxford, low heel................:. 1.65 


W. line up thirty-six shoes 
and doubtfully pick out what we think is a “one- 
strap black patent, low heel,” and mark it $1.75, won- 
dering all the time if it might not be the “novelty 
strap black patent, low heel” at $1.85, which appears 
later on in the list. It takes one girl an hour or so 
to mark these samples—and then they may not be 
quite correct. (Girls unfamiliar with trade expres- 
sions of shoe manufacture may confuse a novelty 
strap with a T-strap, or a crepe rubber sole with a 


_ corrugated sport rubber sole—why not?) The hours 


thus put in are exceedingly upsetting to the harassed 
buyer—and the equally harassed girl. 

Perhaps the Howzis people were also harassed, 
and just didn’t have: the time to mark their samples. 


” But what about the-time (and money) they devote to 


us when they send out a crack salesman to see why 

we haven’t sent them bigger. orders for Spring? - 
A shoe (or a dréss, or a coat, or a chemise) with- 

out a name and price tag is like a saleman’s card with 
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NSTLOUS: 
more than our customer— 
our good friend ARTHUR M. GUERTAL 





Onrr business pays us 
a good deal more than a money profit. 
It pays us in the personal satisfaction 


‘of knowing that scattered over almost 


every state in the Union we have good, 
tried-and-true friends. Out in St. Louis 
it is Arthur M. Guertal at B. Nugent 
& Brothers; over in San Bernardino, 
California, it is W. W. Sult at the 
Campton Shoe Store—and so it goes. 
There’s a reason for this unusually 
friendly relationship between us and 
our dealers. We are small enough so 
that we can adjust ourselves to their 
individual needs. We are small 
enough to give personal ex- 
ecutive supervision to their 
JEANETTE. 


Asmart strap mod- 
el of restrained de- 
sign in Black Satin 
finished kid, Brown 
kid and White kid, 
with a 16-8 covered 
Louis heel. 

Black: AAA-E 

Brown: AA-D 

White: AA-C 


orders and to the production of good 
shoes. These shoes, plus the excellent 
service given by our dealer, build 
repeat business. 

Yes, there is a real basis for this 
friendship; the principle of doing 
business as honestly as we know how 
and of giving more careful attention 
to our customers’ needs. 

True Step Shoes have been reduced 
to retail at $5.00 and still give our 
dealers their full percentage of profit. 
We also have a new $4.00 line. Write 
for a copy of our Spring Catalogue. 

We S.Qetinaon— 


President 


ALDEN 


This snappy tie 
comes in Black 
Satin finished 
kid, with a 16-8 
covered Cuban 


heel. 
Widths: AAA-C 


ROBINSON-BYNON SHOE CO. 
Auburn, New York 


To Retail at $ 5.00 


TRUE 


STEP 


COMBINATION LAST 
ARCH SHOE 
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facts in that direction, we can also indicate the larger 
destiny of manufacturers, tanners, and every other 
contributor to shoes and shoe service. 

Therefore, the Editor and the Field Editor of the 
Boot AND SHOE REcorpeR, left for parts unknown— 
in search of Facts—some three thousand miles of 
travel, to think things through with retailers. Here 
are a few sample cities and towns used in our studies. 

We journeyed from New York—a day’s distance. 
A group of stores are facing a problem in this city 
for it is in the sub, sub-cellar of industrial activity. 
Its big mills are inactive ; its banks are just beginning 
to recover their standing. Most of the merchants in 
this town are down in a dark cellar with the light 
blown out. But in spite of all this, we sense a few 
truths at retail that have a general bearing—and some 
help to us in building up this composite picture of 
“What Does The Shoe Store Think About It?” 

Several days later, we reached an agricultural dis- 
trict stuffed with surplus—in the midst of plenty we 
found a famine of customers in stores. In this com- 
munity there was everything—but money. We visited 
merchants who revealed to us the actual facts of their 
business from every angle and our conclusions help us 
to crystallize still more those truths needed in telling: 
“What Does The Shoe Store Think About It?” 

In this pleasant spot where nature had been so 
bountiful, man had made a sorry mess of the business 
of bartering goods for money. We saw, indeed, the 
paradox of plenty. 

Our next center of study was a community that at 
least had its feet on the ground—a city of 45,000 pop- 
ulation with about 140 small and diversified industries, 
with a trading area of approximately 20,000 additional 
customers. As a background for business the com- 
munity is outlet for the products of field and forest 
serviced by excellent rail and truck transportation. 
It is a community which has never known either the 
heights of prosperity or the depths of depression, it 
has had no bank failures in recent years. 

The census of distribution shows that the town is 
pretty well balanced, independent merchants as against 
chain organizations. Its local newspapers show a 
pretty healthy balance between “situations wanted” 
and “help wanted,” in the classified columns. The 
purchasing power of the people is fairly rational, con- 
ditions are as near normal as can be expected in this 
“cock-eyed” world of 732. 

In fact, it is what might be termed, a fair “zero” 
town, and as such, a proper laboratory for the possible 
discovery of any mild indication that might point up- 
ward toward a Spring business. Here we stopped for 
a longer period of. time so that we could sense the 
pulse of the public’s purchasing power—for the first 
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What the Shoe Store Is Thinking About 


[CONTINUED FROM PAGE 15] 


impulse of Spring business was already evident. 

And so we journeyed from point to point, from 
store to store, to find those fundamentals that might 
be valuable to many merchants everywhere in the 
months to come. It is not so easy to ask of a man the 
right to penetrate the innermost secrets of his busi- 
ness. It’s not so easy for two strangers to stick in- 
quisitive noses into his books, his banking, his methods 
of buying, his mode of selling, and his actual “profit 
and loss.” 

But the background of years of practical contacts 
within a field makes friendships invaluable to a busi- 
ness paper. We were, first, shoe men, and, second, 
reporters. We were members of the family of indus- 
try and not outsiders of inquisition ; we had lived our 
trade for years and had a background. 

We have this to say, that the inevitable answer 
everywhere to our query for the vital facts of each 
man’s business was, “go the limit; do anything you 
please ; maybe I will get as much out of it as you do.” 
Well, that’s that. 

We have been almost everywhere and seen almost 
everything from its “point of use.” It is up to us 
now to put it on paper in a series of articles so that 
every merchant, everywhere, can see through this 
composite picture of present-day retailing his place in 
the scheme of things. We are convinced that the shoe 
merchants of America have a destiny and that it is 
linked up with well-balanced shoes and well-balanced 
thinking and a renewed sense of proportions. The 
first installment appears next week. 


What Price Shoes? 


The price of a pair of shoes is not so large a fac- 
tor in these days of real values in real footwear. 
Every store has reduced its prices to fit into today’s 
merchandising picture so that it can be truthfully said 
—never has the public received so much in footwear 
in comparison with the normal weekly wage. 

It is true that the public has its obligations of rents, 
mortgage interests, cost of education, insurance and 


the major items but it is also true that the public has - 


money for entertainment, some luxuries, some con- 
veniences and even some extravagances. For so com- 
mendable an article as shoes, the public can afford to 
pay a fair price but if shoe merchants feel that shoes 
must be disposed of to the very last pair, they will find 
themselves penny-wise and pound foolish. This is no 
time for sale dumpage of shoes—better to give them 
away. It’s time for studying the local market and ask- 
ing the public to pay an honorable price for an hon- 
orable article. 
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No. 17150—BLACK KID 


16/8 Louis Heel 
Medium Pointed Toe Last 





No. 37102—BLACK KID 


19/8 Louis Heel 
No. 62102—PATENT LEATHER 


19/8 Louis Heel 
Medium Pointed Toe Last 


*“*THE CORRECT 
DODGE FOR ALL 
OCCASIONS’’ 
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FIVE 
TURN 
NUMBERS 


WHICH CAN BE HAD 


RIGHT NOW 


FOR 


EASTER 
SELLING 


LESS 59% IN TEN DAYS 
TO RETAIL AT 


$5 ro 86 


On orders of less than three pairs an extra 
charge of 25 cents per pair is made. 


* 


BLACK KID 
PATENT LEATHER 
BLACK FAILLE 
DYEABLE WHITE MOIRE 


16/8 18/8 19/8 HEELS 


All staples needed for Easter 
and equally saleable after 
Easter. These fine hand- 
turned regents are basic 
numbers for your turn shoe 
‘stock. Immediate delivery 
from stock. Write, wire, or 
telephone at once. 


DODGE 
BLISS & PERRY 


COMPANY, INC. 
NEWBURYPORT, MASS. 
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““ONE GOOD 
TURN SELLS 
ANOTHER’’ 





No. 80102—DYEABLE WHITE 
MOIRE 
18/8 Louis Heel White Lining 


Medium Pointed Toe Last 





No. 53104—BLACK FAILLE 


19/8 Louis Heel 
Medium Pointed Toe Last 








ALL THE WANTED 


BOOTS 


WHEN YOU WANT THEM 


IN STOCK! 


Colt Riding Boots for Men ‘and: 
Women are always in stock, ready 

for immediate delivery. That is 

why Colt Boot dealers are profit- . 
ably merchandising their Boot de- 

partment. Catalog on request. 





COLT-CROMWELL CO., Inc. 


EST. 1899 
1239 Broadway — New York City 
911 So. Los Angeles St., Los Angeles, Cal. 











“To Shoe Store Owners 


and Managers 


AFREE Booklet 


Aw Siyles in 
SHOP “ale 


Se for this Book now so you will have it when considering 





seating for your shop. Thirty-two pages of seating sugges- 
tions for modern shops. Helpful and practical. Shows you 
the economy ofinstalling American Interlocking chairs. How they 
beautify your shop. Enable you to comfortably seat more custom- 
ers with greater speed. It will pay you to consult this book be- 
fore buying. Send for your free copy. Use the convenient coupon. 


American Seating pone 


Migs nh Sastin ating for $k Shoe Stores, Schools, 
lic Auditoriums. 
General oma "GRAND RAPIDS, MICHIGAN 
Branches in All Principal Cities 


AMERICAN STATING COMPANY 
a Rapids, Michigan 

lease send me without obligation, your FREE 32-Page Book, “New 
aie’ in fa Shop Seating.” 














COME TO READING 


you will be delighted to visit the many 
spots of historic interest in this famous 
industrial centre. 


Make your headquarters at 
this a Fireproof Hotel 


300 ROOMS 
RATES: $2.00 to $3.50 
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Transform ALL WHITE Shoes Into Contrasting 
_ Styles with COLORED LACES 


Sell an extra pair of colored laces with every 
pair of white shoes. Thus with a single pair 
of shoes a woman is able to get both a plain 
white or a contrasting brown and white or 
black and white effect, simply by inter- 


changing laces. 


Colored laces, therefore, increase the style 
appeal of white footwear. This profitable 
idea pays the retailer an attractive findings 


profit. 


Our complete line of glaced, soft-finished, 
rayon and mercerized laces for all types and 
grades of footwear offer you the biggest 
dollar value in performance and customer 
satisfaction that money can buy. Order 


them into your line. 


SHOE LACE COMPANY, LTD. 


(Successor to Joslin Mfg. Co., Established 1856) 


PROVIDENCE, R. 


, SELLING AGENT . 
UNITED antes MACHINERY CORP., BOSTON, MASS. 
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Boy Scout 


OFFICIAL Boy Scout Dress 
Pattern — Comes in black and 
tan calf. Other Official patterns 
include black and brown elk 
moccasin Oxford, black and tan 
calf service Blucher. 


Get the — 
PROFITS 


rom Official 


Scout Footwear 


ET ACQUAINTED with the Boy Scout 
and Girl Scout organizations in your 
community. You'll find they are a fruitful 
source of extra sales and extra profits if you 
make yourself known as headquarters for 
the OFFICIAL SCOUT Shoes. 
Heretofore, Scouts—both Boy and Girl— 
found it difficult to get the Official Shoes. 
Since Brown Shoe and Central Shoe have 
been licensed to make the Official Shoes, 
this is no longer the case: Just let Scout 
organizations know you have the Official 
Shoe in a familiar, advertised brand — 
BUSTER BROWN or CENTRAL —and 
you will get business that didn’t come inside 
your store before—new customers—extra 
profits. 
Girl Scouts and Boy Scouts wear the 
Official Shoe both in and out of uniform. 


Non-members wear them, too. Scout foot- 
wear is a small- 
stock, quick-turn- 











The Manufacturer’s 





own advertised 
trade name 
BUSTER BROWN 
or 
CENTRAL 
appears on the shoes 
along with the 
OFFICIAL SCOUT 
stamp. 

















ing item. Write 
for catalog, or see 
the Brown Shoe 
or Central Shoe 
salesman. Official 
Scout footwear is 
carried in stock for 
immediate ship- 
ment. 


Licensed by the Boy Scouts of America to manufac- 
ture the Official Boy Scout Shoe. 


Licensed by Girl Scouts to manufacture Official Girl 


Official 
Girl Scout 


S - oes with 
the PED-A-PIVOT 


FEATUR 


a a 


| wes 
| GIRL GS SCOUTS | 


| APPROVED SHOE 


OFFICIAL Girl Scout Dress 
Pattern—Comes in tan and black 
calf. Other Official patterns in- 
clude coffee elk and smoke elk 
moccasin Oxford and coffee elk 
and smoke elk 10-inch lace boot. 


Scout Shoes with the PED-A-PIVOT feature. 


Brown Shoe Co. 
Central Shoe Co. 


MANUFACTURERS ST. LOUIS 
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NATIONAL NEWS 


>» HOW’S BUSINESS? < 


See Improvement Coming 


BostoN—Distinctly favorable trade 
developments leading to the belief that 
conditions in the shoe and leather in- 
dustry will improve measurably during 
the next few months were reported in- 
formally at a meeting of directors of 
the New England Shoe and Leather 
Association, held recently in the Bos- 
ton Chamber of Commerce. It was 
also reported, as the result of a survey 
conducted by one manufacturer, that 
the public is becoming more interested 
in the purchase of footwear at a some- 
what higher figure, and that chiropo- 
dists report an unusual increase in foot 
ills, which they attribute to the poor 
fitting of low price shoes. Collections 
are better than at the first of the year. 

Alfred W. Donovan, president of E. 
T. Wright & Co., Rockland, Mass., and 
a director of the New England Coun- 
cil, made an interesting report relative 
to the Shoe Manufacturers’ Research 
Bureau, established four years ago, 
through the cooperation of the New 
England Council and the New England 
Shoe and Leather Association. Mr. 
Donovan declared that this bureau has 
been from the outset an unqualified 
success and has saved its cooperating 
members (all manufacturers of men’s 
shoes) a large amount financially as 
well as helped them to produce better 
footwear. He strongly advocated the 
creation of such a bureau by New 
England manufacturers of women’s 
shoes and tanners of this section. 

The directors adopted resolutions ex- 
pressing the regret of the association 
at the recent deaths of W. Percy Ar- 
nold of the M. N. Arnold Shoe Co. and 
Col. Joseph C. Byron of W. D. Byron 
& Sons, Ince. 

It was also voted to urge the mem- 
bers of the association to support in 
every way possible the Thirteenth 


——————&=&z—XAXKK—eeES 
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SATURDAY, MARCH 12, 1932 


Annual Boston Shoe Fair, sponsored 
by the association, and to be held in 
the Hotel Statler July 11, 12 and 13. 

President William J. Fallon presided 
and among the guests were Owen C. 
Howe of Sands & Leckie, Boston, and 
Maxwell P. Gaddis, of Hutchinson- 
Winch, also president of the Boston 
Boot, and Shoe Club. 


U. S. Rubber Shows Profit 
from Operations 


New York—Profit from operations 
of the United States Rubber Company 
for the year amounted to $630,858 after 
interest on funded indebtedness of 
$4,892,736 but before provision for de- 
preciation of $9,672,924 and net adjust- 
ments of $431,338, according to a state- 
ment, to the stockholders issued March 
5 by F. B. Davis, Jr., chairman. The 
charge to surplus for the year amounted 
to $9,473,404, compared with $18,063,- 
941 for 1930. 

“Total current assets were $62,605,- 
970, of which cash amounted to $13,- 
181,029,” the statement says. “Total 
current and accrued liabilities were 
$7,625,039. The ratio of current assets 
to current liabilities was 8.21 to 1. 

“During the year, bonds and notes 
of the company were bought for future 
redemption at a difference between par 
and purchase price which resulted in a 
credit: of $2,034,149. These purchases 
had an important effect in reducing in- 
terest on funded indebtedness from 
$5,576,791 in 1930 to $4,892,736 in 1931. 
Total outstanding funded and long term 
indebtedness was reduced $9,314,353 
during the year. 

“Properties, plants and equipment had 
a net book value on December 31, 1930, 
of $94,056,883. Capital expenditures 
amounting to $3,650,705, less sales of 
properties and disposition of equipment 
having a book value of $702,966 and 
provision for depreciation of $9,672,924, 
caused a net reduction in book value of 
$6,725,185 for the year. The net book 
value on December 31, 1931, was $87,- 
331,698. 
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“The instalment due March 19, 1932, 
of $500,000 on the loan of a subsidiary 
company was paid prior to the end of 
the year 1931. 

“The net worth of the common stock, 
consisting of 1,464,371 shares of no par 
value, was $23,216,778, or $15.85 a 
share.” 


Hide Futures Irregular 

NEw YorK—Hide futures prices 
moved irregularly in moderate trading 
and the active months ranged from 
25 points decline to 15 points advance 
for the week ended March 4. Interest 
was keen throughout the week, but 
many of the large traders appeared in- 
clined to await further developments 
in the spot hide market before making 
new commitments. 

Domestic spot hides, as well as the 
Argentine market, ruled steady 
throughout the period. Activity .in 
shoe manufacturing circles is reported 
increasing due to the unusually early 
Easter this year. 


Freeman Sales Increase 


BELo1Tt, Wis.—Freeman Shoe Corpo- 
ration, manufacturer of men’s shoes, is 
operating both of its plants here at 90 
per cent of capacity, according to H. C. 
Freeman, president of the company. 

“So far this season we have shown a 
very excellent gain in sales over the 
same ,period of last year,” said Mr. 
Freeman. “Our inventory of stock 
shoes is slightly under normal for this 
time of year and as the best selling 
and shipping months for us are April 
and May, it looks now as if we will be 
able to ride through the first six months 
of this year in fine shape.” 


Logan Plant Busy 

LoGaN, OHI0O—The Logan branch of 
the Cincinnati Shoe Co. is operating 
at almost full capacity and the daily 
production is 1200 pairs. Upwards of 
200 employees are on the rolls. It is 
announced that the production at the 
plant will soon be increased. 





STAPLE COLORS FOR FALL 


New YorK—At the joint meeting of 
tanners, shoe manufacturers and shoe 
retailers, held recently in cooperation 
with the Textile Color Card Associa- 
tion, six staple colors were selected for 
volume sales for Fall and Winter, 1932, 
it is announced by Margaret Hayden 
Rorke, managing director of the latter 
organization. 

These classic staple shades for 
women’s shoes, all repeated from previ- 
ous season cards issued by the Textile 
Color Card Association, are: 


Indies Brown—volume brown for 
all types of shoes 

Admiralty Blue—for limited use in 
early Fall 

Paddock Green—correct shade for 
any green requirements—limited 
use 


COMBINATION COLOR 


Leafbrown—to be used with darker 
browns 


SPORTS COLORS 
These are classic shades for active, 
spectator and town sports types of 
shoes : 
Madeira Brown—for town and 
spectator wear 
Swagger Brown—for active and 
spectator wear, also for campus 
and school types 


The above staple colors have been 
chosen at this time in order that all 
branches of the shoe and leather indus- 
tries may know sufficiently far in ad- 
vance what shades are regarded as 
worthy of continued promotion for vol- 
ume business. 

When the 1932 Fall Season Shoe and 
Leather Colors are issued by the Tex- 
tile Color Card Association, these 
classic staples will be incorporated in 
the card, with the above captions and 
notations prominently indicated for the 
guidance of producers, as well as re- 
tailers. 

The high style colors to be portrayed 
in the Fall 1932 Shoe and Leather Card 
will be selected at a later meeting.of the 
joint committee of tanners, shoe manu- 
facturers and retailers. 

The official committees of tanners, 
shoe manufacturers and retailers co- 
operating with the Textile Color Card 
Association in the selection of Fall 
leather colors are composed of the fol- 
lowing members: 

Tanners’ Council of America 

Benjamin Simons, Rhea Nichols, Al- 
lied Kid Co.; F. J. Blatz, Pauline Mor- 
gan, Amalgamated Leather Co.; W. H. 
Barrett, Barrett & Co.; Ruth Kerr, Calf 
Tanners’ Association; Mr. Stout, John 


nny 


AWARD SHOE DESIGN PRIZES 


_————————OOOOOOEEeeEeEeEeEeEeEeEeEeEeEeEeEe___.__ eel 


To bring out the designing ability within the retail industry, a national shoe design 
contest was recently held by the Kid Tanners Association. Some six hundred designs 
of shoes were submitted, revealing all degrees of originality. The above illustration 
shows the judges who served in the selection of prizes: 

First row—Madame Hamilton Jeffries, fashion editor of Boot and Shoe Recorder; 
Miss Kathleen Howard, Harper’s Bazaar; Miss Marion Trabue, Vogue; Mrs. Ethel 
Holland Little, Woman’s Home Companion; Miss Kate Arlene Goldstein, representing 
Harry G. Johansen, Johansen Bros. Shoe Co., St. Louis. 

Back row—J. Gordon McNeil, Thayer-McNeil Co., Boston; A. H. Geuting, Phila- 
delphia, president, National Shoe Retailers’ Association; Herbert R. Garside, repre- 
senting Frank A. Garside, A. Garside & Sons, Long Island City. 

Winners in the $1,000 prize design contest were announced as follows: 

First, $500, Zula C. South, 2927 Highland Ave., Birmingham, Ala.; second, $250, 
A. Careaga, 1421 Olive St., St. Louis, Mo.; third, $100, Joseph Severino, 1538 73rd 
St., Brooklyn, N. Y.; fourth, $25, A. Careaga, 1421 Olive St., St. Louis, Mo.; fifth, 
$25, Evelyn Ziniti, 47 West 34th St., New York, N. Y.; sixth, $25, Rose Singer, 446 
Kingston Ave., Brooklyn, N. Y.; seventh, $25, Sue Bush, 549 Riverside Drive, New 
York, N. Y.; eighth, $10, Tommy Atkins, 2 Palmer Ave., Cliftondale, Mass.; ninth, 
$10, Berte Shoe Styles, 18 E. 53rd St., New York, N. Y.; tenth, $10, Ted Olson, 34-19 
Grand Ave., Astoria, L. I.; eleventh, 10, Charles Laible, Cincinnati, O.; twelfth, $10, 





Evelyn Ziniti, 47 West 34th St., New York, N. Y. 
An exhibition of the winning designs, and others selected from the 600 odd which 
were submitted by contestants throughout the United States, was held for the bene- 


fit of shoe manufacturers March 10, 11 and 12 at the Hotel Astor. 











R. Evens & Co.; Hilda Rau, Robert H. 
Foerderer, Inc.; J. W. Griess, Griess- 
Pfleger Tanning Co.; C. E. Ganter, 
Hunt, Rankin Leather Co.; R. G. Et- 
tinger, Keystone Leather Co.; Dan 
Hickey, Kid Tanners’ Assn.; F. E. Jar- 
beau, R. L. Winans, A. C. Lawrence 
Leather Co.; Harry Tove, G. Levor & 
Co.; Mr. Bradley, Sidney New, Jr., 
Elizabeth Ambrose, New Castle Leath- 
er Co.; G. H. Mealley, Ohio Leather 
Co.; J. J. Lyons, Surpass Leather Co. ; 
W. D. Taylor, Trostel Leather Co.; 
Fraser M. Moffat, president, J. L. Nel- 
son, secretary, Tanners’ Council of 
America. 


National Boot and Shoe Manufacturers 
Association 


Kate Goldstein, Johansen Bros. Shoe 
Co.; John W. Slattery, Johnston & Mur- 
phy; F. Paul Riley, W. Leslie Seaman, 
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George E. Keith Co.; J. Laird Schober, 
Laird, Shober & Co.; George Miller, 
Leo Sholtz, I. Miller & Sons, Inc.; Vic- 
tor T. Schmidt, Selby Shoe Co.; Jay O. 
Ball, managing director, National Boot 
& Shoe Manufacturers’ Association. 


National Shoe Retailers Association 


H. R. Williams, Bergdorf & Good- 
man Co.; George Geuting, Geuting, 
Inc.; F. J. Pike, Jay, Thorpe, Inc.; J. 
Gordon McNeil, Thayer McNeil Co.; 
Charles R. Thompson, Oppenheim, Col- 
lins & Co.; Murray Schott, Pedemode, 
Inc.; John Slater, J. & J. Slater; John 
J. Holden, John Wanamaker; James H. 
Stone, manager, National Shoe Retail- 
ers Association. 


Textile Color Card Association 


Margaret Hayden Rorke, managing 
director. 





BooTt AND SHOE RECORDER : 
combining THE SHog Rerat.er, March 12, 1932: 





ing 


1932: 


x 
i 
4 
2 
¥ 
& 
% 
: 
i 
* 


1932 is on record as a white year. 
Florida resorts cast the die for the fol- 
lowing summer fashions. There white 
kid has been adopted as fashion’s 
favorite. oe ee ee Oe 
VODE WHITE—COLOR 50—is the 
pure, snowy, blue-white which has first 
demand wherever white kid is used. . 


ALLIED KID 
COMPAN Y 


STANDARD KID DIVISION 
209 SOUTH ST, BOSTON 
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WHERE TO BUY 
Men’s Shoes 
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Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 





















































HIGHEST CRRADE: ONLY” 


AST WEYMOUTH, MASS. U.S 














“A MAN’S DECISION” WELy 
Men’s 
P Fine 
t Old 
Shoe Co 
Boston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. Pt0cktom- 











().. A. PACKARD ERARDCO., Makers 











CUSHION SHOES 


FOR WOMEN 


THE JOHN EBBERTS SHOE CO., Inc 
Buffalo, N. Y. 





Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 








and MILLER COOK SHOES 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 









in the di 


portance of the footwear. 





store are rare and difficult to find. 


SHOE STYLE LINE-UP FOR SPRING 


This interesting shoe window attracted a lot of attention last week at the Best & 
Co. store on Fifth Avenue, New York. The planning and understanding of the dis- 
play and the quiet presentation and spacing of merchandise, as regards its relative 
importance, make this window especially worthy of study. 

First, every type daytime shoe is presented as it is seen in the act of walking. 
The price tickets are plain and easy to read. The lighting is arranged so that the pat- 
terns may be studied as they are worn on the foot. 
a pitched stream line gives the effect of shees in action. 
in sequence so that no jar of color combination is perceptible. 

half moon background adds height to the impressions so that while the hats 
are placed rather lower than the ordinary distance of hat and shoe, the onlooker is 
not conscious of it. The hats are arranged so as to display new lines and types, 
which, in turn, are the correct types and styles to be worn with shoes of the types 








The arrangement of shoes on 
The colors are displayed 


The fashion notes and types of lettering are such that there is no distraction from 
the merchandise but in reality the lettering accents and builds up the fashion im- 


Window displays which compel every inch of space to bring customers into the 








» TRADE DOINGS 4 





Newark Receivers 


SCRANTON, Pa.—Robert B. Baer of 
Baltimore, Md., and O. P. Waters of 
Sunbury, Pa., were appointed ancil- 
lary receivers for the Newark Shoe 
Stores, Inc., by Federal Judge Albert 
W. Johnson in U. S. District Court 
here Friday, Feb. 26. The two re- 
ceivers were named to take care of 
three stores of the corporation within 
the middle Pennsylvania district after 
bankruptcy proceedings were started 
against the concern in U. §S. District 
Court of Maryland. The Pennsylvania 
stores are in Scranton, Wilkes-Barre 
and Harrisburg. 





Barron Expanding Store 


DeTRoIT—Ralph Barron is expand- 
ing his store at 10815 Mack Avenue. 
Formerly located in connection with a 
general haberdashery, this is now made 
an entirely separate store in the ad- 
joining building. He is taking over 
the space which had been occupied ‘in 
the past by Krieger’s Shoe Store. 
William Krieger has now concen- 
trated all his business at the store at 
6336 Gratiot Avenue, after closing the 
store sold out to Barron. His son, 
William, Jr., is assisting with the man- 
agement of the business. 
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Zimmermann’s Adds Lines 


BALTIMORE—Zimmermann’s, 237 Park 
Avenue, one of the Monumental City’s 
outstanding shoe specialists, has taken 
on the local exclusive retail distribu- 
tion of Ground Gripper and Dr. Kah- 
ler’s shoes. These two lines will be 
carried in addition to Physical Culture 
and other well known makes of shoes 
that are classed as special fitting shoes. 
Because of the exclusive lines of shoes 
carried, Zimmermann’s is known as 
Zimmermann’s Special Fitting Shoe 
Shop. The establishment is headed by 
Frank Zimmermann. 

Until recently an exclusive Ground 
Gripper shoe shop had been operated 
in this city at 10 West Saratoga Street, 
and an exclusive Dr. Kahler’s shoe 
shop in North Charles Street. Since 
the closing of these two stores neither 
of these makes of shoes were available 
to people of Baltimore. Now, however, 
they can be purchased through Zimmer- 
mann’s. 





Northwestern District Meet in June 


MINNEAPOLIS—Secretary H. S. Mc- 
Intyre of the Northwestern Shoe Re- 
tailers’ Regional Association  an- 
nounces a one-day district convention 
next June in Sioux City, Iowa, under 
the joint sponsorship of the convention 
department of the Sioux City Chamber 
of Commerce and of the association. 
Merchants will be invited from that 
corner of Iowa and from nearby poin‘s 
in South Dakota and Nebraska. The 
exact date is to be determined later. 
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The SILHOUWELT will play 0 
leading role in the Sandals of 
1932, for its close-fitting edges 
and shanks have made the 


open shank practical. 


@ The open shank is another 
"proof of the adaptability of the 
SILHOUWELT to style features. 
This fashionable welt possesses 
the slim grace and airy lightness 
that women of today look for 
in street and semi-dress shoes 
plus the snug-fitting and de- 
pendable qualities of the welt. 





UNITED SHOE MACHINERY CORPORATION 


Ed BOSTON, MASSACHUSETTS me 
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WHERE TO BUY 
Ballet Slippers 








HARD TOE DANCING. SLIPPERS 
IN STOCK 
Gieck satin SSO 
Black Kid PAIR 


Sizes: 5 Childs to 8 Ladies 
Widths B to E 


BEN & SALLY THEATRICAL FOOTWEAR, Inc. 
244 West 42nd St., New York, N. Y. 











In Stock Black Kid 
Ballet Right and Left 
st 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 














WHERE TO BUY 


Dancing Shoes and Taps 


88 ere 










\ \ 


TAP SHOES 
that Step in the Best 
Company 
Made on a street shoe last, 
combination heel, proper sup- 
Port, all leather. Nationally 
advertised for 8 years and 
stamped with the approval of 
schools from coast to coast. 
Priced to retail profitably at 
$4. Semple and catalog of 
complete dance shoe line on 

request. 


ADVANCE Zhestrica! 


Dept. 9, 159 N. State St., Chicago 
Branch: 6362 Hollywood Blvd., Hollywood, Cal. 
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WHERE TO BUY 


Women’s Shoes 


rer rm 





li ellie 


“KUSH -IN -EZE”6 
REGISTERED 
Hand-turned house shoes with 
all that any woman desires in a 
shoe of this type. All sizes and 

widths in 
stock. Thirty 
numbers.— 
Send for Catalog 


















Ne. 202 
Black Kid 
$2.50 
VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
he) (DIVISION OF L. B. EVANS’ SON CO.) ye) 


Jerry Lehmann Sails for Europe 


New York—Jerry Lehmann of the 
firm of J. & H. Lehmann, Inc., 215 
West 40th Street, New York City, man- 
ufacturers of shoe fabrics, sailed for 
Europe, Friday, March 4, on the Ile de 
France. While in Europe, Mr. Leh- 
mann will make an extensive tour of 
the fashion centers. 





Ramsey at Smith-Kasson’s 


CINCINNATI—W. E. Newbold, man- 
ager of the shoe department of the 
Smith-Kasson Co., Fifth and Race, an- 
nounces the appointment of Homer 
Ramsey, formerly of Richmond, Ind., 
as assistant manager and buyer in the 
children’s shoe department of Smith- 
Kasson’s. 

Mr. Newbold, who believes in estab- 
lishing a certain policy and holding to 
it throughout the season, reports a 
marked gain in business in the better 
grade shoes—those selling from six to 
fourteen dollars a pair. D. W. Thomp- 
son is assistant to Newbold in the 
women’s shoe department. 





Schwimmer with May Co. 
CLEVELAND—Adolph Schwimmer, for- 
mer shoe buyer of the 12th Street De- 


partment Store, Chicago, has become 
buyer of shoes in the basement of the 





May Company store, here. 
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SHOE WINDOW STOPS ’EM 


RR SN 


This photo shows the exterior of the new store which Peck Shoe Co. of 

Worcester, Mass., opened recently in Seventh Avenue, near 34th Street, New 

York. The crowd was attracted by the special innersole feature used by this 

firm in its shoes, a demonstration of which is being shown in the window. It 

seems to disprove the statement sometimes heard that the consumer isn’t inter- 
ested in shoe construction. M. F. Doyle is manager of the store. 





Harry G. Taylor Dies 


SaLeM, On10—Harry G. Taylor, 65, 
former Salem, Ohio, shoe merhant, 
died. suddenly of heart disease Sun- 
day, Feb. 28, in Los Angeles, Cal. He 
came to Salem from Brownsville, Pa., 
and became associated with a brother- 
in-law, M. L. Bates, in the retail shoe 
business, and later conducted a shoe 
store of his own. In recent years he 
had been in the shoe business in Ham- 
ilton, Ohio, Homer, a brother, being as- 
sociated with him. One son and two 
brothers survive. 





Julian Chapman Opens Office 


Julian H. Chapman just opened an 
office in room 1432, Republic Building, 
Chicago, where the new Queen Quality 
and Dorothy Dodd shoes, made by In- 
ternational Shoe Co., are on display. 
Mr. Chapman was formerly Chicago 
representative for Thomas G. Plant 
Corp. and is very happy to be back in 
is old “home”—the Republic Building. 





Mann Heads Own Business 


New York—Robert Mann, formerly 
with the Bleecker Shoe Co., is now at 
the head of his own organization. Tvad- 
ing as the Best Shoe Co., Inc., 132 West 
Broadway, New York City, the new 
concern is jobbing women’s and chil- 
dren’s style shoes. 
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SPORTSTER 
OFFICIAL GIRL SCOUT SHOE 


AGENCY 


OPENS NEW 
AVENUES of PROFIT 
FOR YOU 


212 


SIZES 
IN STOCK 
Open to the 


A wider market * bia same 


for it “Meets Women’s and Big Girls’ market “Ofi- 
Y. W. CG. A. Size Range cially Approved 


Standards and 2% to 12 ~ gy 8 
Requirements.” AAAA to D 


tion.” 
TO RETAIL AT 


a 


All leather construction means real service. 





Made over Coordinated lasts and designed to 


meet every Health Requirement. 


“Sportster” shoes are handled by the finest 


stores in America. Keep out of the “dark 
night” of cut throat competition by featuring 
these official shoes. Each shoe bears the Official 
Girl Scout Seal. We offer a most unique local 
promotional campaign in support of the mer- 
chant featuring these official shoes. 


A. SANDLER, SPORTSTER SHOE DIVISION 
38 Pearl St. Portland, Maine 


Please send full particulars about this agency 
Proposition. 











Your CUSTOMERS 


Today Want 


L-O-N-G-E-R 
WEAR 


Give It To Them in 
GRO-CORD Raw Cord Soles 








HE ideal men’s service sole. Cord 
tire cords embedded upright in 
live rubber throughout the entire 
area of sole and heel. Longer wear — 
utmost non-slipping efficiency assured. 


Light in weight. Economically priced. 

Choice of chocolate or black. In 
Men’s, Boys’, Youths’ and 
Little Gents’ Sizes. 


Washerless Heels 


to Match 


Upright cord construction through- 
out. No washers. No nail holes. Ask 
your manufacturer for GRO-CORD 
Raw Cords. 


@ NOTE: In a day of changing values, 
GRO- ee hme remains as 
always ... uniformly high grade. 


@BoyScoutsandGirl Scouts ofAmerica 
have officially adopted GRO-CORDS. 


@ Safety Engineers in many indus- 
tries encourage workers to wear 


GRO-CORDS. 


THE LIMA CORD SOLE « HEEL co. 
Dept. 3-A ¢ Lima, Ohio 


Folly Protected By Patents 


NON-SLIP 


VO 8 De. On 8 De s Bon oe 
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WHERE TO BUY 


Men’s and Women’s 


Slippers 








Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $2.00 TO $2.50 
GOLDEN BROWN KID—IN STOCK 
ROTH SHOE COMPANY 
MANUFACTURERS 
50M. FOURTH ST. =—S| PHILADELPHIA 











ee 
W. 8S. CHASE & SONS, INC., 
HAVERHILL, MASS. 
Men’s Full Leather Lined 

Handturned Slippers 

Priced from $1.85 
Kid Pullman Slippers 
colors and Black with 
Snap Pocket $1.50 
Zipper Pocket $1.70 


















QUALITY TURN 
D’ORSAYS 


} On the Floor, all colers, A 
and C widths. Price, $1.35. 
x FREEMAN-THOMPSON 
; SHOE COMPANY 
: »\ St. Paul, Minnesota 


@ 











‘HORWITZ. CO., Ine. 
New York City 








64-76 W. 
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WHERE TO BUY 


Dancing Sandals 


8 Pe 8 PSP ee 





%& KENDALL’S S4ncine 













For Aesthetic 
meing 


IN STOCK 
BLACK WHITE 
GREY FAUN 
BLUE GREEN 
RED 
Price $.75 


Sizes 6 childs’ 
to 10 women’s 
Bend bee. ogene 











AVERHIL 


(= ON THE SELLING END » 


News of the Travelers and Sales Activities 





Committees Appointed 


BostoN—John S. Whittemore, presi- 
dent of the National Shoe Travelers’ 
Association, announces the following 
appointments to standing committees 
of his association for the year 1932: 

Regional Governors—Harry PP. 
Lynch, Boston, Mass.; Ross Bates, Min- 
neapolis, Minn.; J. E. Wm. Pres- 
cott, Des Moines, Iowa; William T. 
Mitchell, San Antonio, Texas; Paul S. 
Lippincott, Jr.,; Philadelphia, Pa.; Hal- 
sey Elwell, Los Angeles, Calif.; Leo M. 
Baker, St. Louis, Mo. 

Publicity Committee—Thomas A. De- 
lany, Boston, Mass. 

Railroad—John Roedder, Chicago, Ill. 

Style—M. E. Tobias, Pincus & To- 
bias, Brooklyn, N. Y. 

Transfer and Baggage—J. W. Bates, 
Minneapolis, Minn. 

Legislation — Frank L. Piaget. 
Phliadelphia, Pa. 

Hotel—L. L. Imig, Miteaskes, ‘Wis. 

Membership—Frank M. Brown, In- 
dianapolis, Ind. 

Education—J. J. Kaltenbrun, Colum- 
bus, Ohio. 


Budget—John F. Powers, Boston, 
Mass. 
Trades Cooperative— Byron M. 


Brewer, New York. 

Insurance Committee — Charles W. 
Morrill, Chairman, Boston, Mass.; 
Thomas A. Delany, Boston, Mass.; 
Fred W. Stanton, Boston, Mass.; B. 
McWhirter, Los Angeles, Calif.; Frank 
J. Larkin, Milwaukee, Wis. 





David Heer, Sr., Retires 


PORTSMOUTH, OHIO— David Heer, 
Sr., dean of Ohio shoe travelers, has 
retired from the road after being in 
constant circulation for the past 60 
years. His start was the day after the 
Chicago fire, Oct. 8, 1871, when he hit 
the high and low spots for the firm of 
C. E. Tracy & Co., Portsmouth, Ohio. 

Our hero did his early traveling by 
wagon and steamboat. When the water 
in the Ohio River was too low for 
steamers he would travel in a skiff, 
with a trunk in the stern and one in 
the bow. 

Three of Dave’s five brothers sold 
shoes on the road and one time all four 
were representing Lewis A. Crossett. 
After leaving Crossett the brothers 
were engaged in manufacturing 
women’s shoes in Portsmouth for 10 
years. This plant was later sold to 
the Irving Drew Co. in 1903. 

Mr. Heer is now compiling for pub- 
lication his road experiences, which will 
appear in book form under the title 
“Sixty Years of Hustling.” 








* KENDALL SHOE COMPANY: * 


> PROFITIZE YOUR BUSINESS IN '32! ¢ 
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' May for faithful service and Kemp- 
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Thirty Years with Same Firm 

Littte Rock,\ ARK.—Augustus_ H, 
Johnson, shoe salesman in the employ 
of Kempner’s Shoe Store here for 30 
years, is to be pensioned by the firm in 









ner’s is planning a reception in his 
honor. 

Mr. Johnson was born in Columbus, 
Hempstead County, Ark., in 1869. His 
father was the richest planter and 









AUGUSTUS H. JOHNSON 
Veteran Little Rock Salesman to Retire 


slave owner in the county. He came to 
Little Rock, Ark., and then to the shoe 
industry as salesman for Lescher 
shoe store in. 1893 at the age of 24. 
The store was located on Markam 
Street. and later moved with firm to 
new location on 22 Main Street. After 
several years as salesman he bought 
the business in partnership with H. V. 
Vinton, operating as. Lescher Shoe 
Store, Inc. H. V. Vinton, president, 
and A. H. Johnson, vice-president. Af- 
ter several years they sold out to 
Frank Armstrong. 

Employed by Ike Kempner .& Bros. 
as salesman in 1903, Mr. Johnson is 
with Kempner’s in the same capacity 
today after 30 years. He is holder of 
the city’s largest call trade. He won 
first prize in Selby’s large sale contest, 
and in other contests. 



























Beals Out Again 


INDIANAPOLIS—Homer Beals, travel- 
ing representative for the Mayo Rubber 
Company, has returned to work afver 
spending about six weeks at St. Vincent 
Hospital suffering with an eye infec- 
tion. Mr. Beals is a past president of 
the National Shoe Travelers Associa- 
tion and has a wide acquaintance among 
travelers and merchants. 

























































Sos do 


reports unprecedented success in the 
-merchandising of shoes made of 








MARCELLE 


Registered ; 





MARCELLE as featured by Saks- Our faith in MARCELLE is such that 
Fifth Avenue has been accepted as___ we offer an unconditional guarantee 
the most important of all current to all shoe manufacturers. 

shoe fabrics. 





For your protection 

a blue insert as repro- 

duced accompanies 

; each pair of Genuine 

Reduced about ond _ Marcelle shoes. If 
we this insert is not found 
in the carton when 

you have specified 

Marcelle ask your 

manufacturer for 

them—or you will be 

unable to identify 

Genuine Marcelle 

nor avail yourself if 

necessary of our guar- 


antee. 
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WHERE TO BUY 


Children’s Footwear 


lle di de ee a 












WITH 
YOUTH 
° AND 





ni STEP 
IN STOCK 
(Styles) 


— Patent Tauja 
Buckle Strap. 10/8 
“Covered Heel. AAA- 
C—2% to Piles 

Price $3.00 
7334—Patent Regent 
Pump. 13/8 Full 
Louls Heel AAA-C 
8% to 8. Price. .$2.85 
(Stock Terms: 5%— 

30 days) 


g__BURDETT SHOE a 











MRS. ~iegmaiee IDEAL BABY 


SHOE CO. 
Soft Soles — inter- 
mediates. Hard 
Soles — infenay” to 
four years! 


Danvers, Mass. 




















CHILDRENS 
FOOTWEAR 






- IN STOCK 
Builds repeat business 
occasins Free Sty e Beckles on Rewment t 





LS H.BASS & CO. __11_ Main St, WILTON, MAINE } 





FLEXIBILITY 
SMOOTHER INSOLES 
QUALITY AT LOW PRICES 
By 


SHAFT-PIERCE SHOE COMPANY 
PY FARIBAULT, MINNESOTA 


PFO DODO FO DO FO DO TO IO A 








Children’s Fine Goodyear Welt Shoes 


THE GILBERT’. a o co. 
THIENSVILLE, 














Correction 


In a recent issue we stated that 
Darnell’s, of Gainesville, Fla., had 
opened a shoe department under the 
management of W. A. Rollins. This is 
incorrect, in part. Mr. Rollins has 
leased the space and is operating the 
department, having opened it on Feb- 
ruary 20. 


lower, but who of us wishes to adopt 
the uniform of a bellhop or liveried 
servant? 

The merchant who is a little removed 
from the scene of action, or who is 
unmindful of the danger, often hears 
of what New York is doing and plunges 
headlong into a ghastly imitation. Rec- 
ognizing the possibilities for stimulat- 
ing merchandise, those of the advertis- 
ing departments and agencies sell an 
idea to copy writers and merchandise 
men. They in turn sell the buyer and 
in no time the machinery is put in high 
gear. The buyer has been told to tune 
in, and this he or she does in line with 
the command, but not altogether in 
their good judgment. 

Just last year a certain clever coat 
buyer on the Avenue was told to buy 
and stock high priced merchandise and 
to get the pick of the lines. “We must 
be first,” she was told. This she did 
against her own experience and judg- 
ment, and four months later she lost 
her job from the same executive who 
insisted she buy the coats. 

The first publicity on these unique 
designs of the bicentennial tri-colors 
was amusing and compelling, but in 
production and on display these themes 
are glaring examples of drowning per- 
sons reaching for a straw. 

Poor George Washington, did he ever 
visualize or realize that his face and 
the flag would be used as the back- 
ground for selling sealing wax, blouses, 
toilet goods and shoe ornaments! Yes, 
and even in a Forty-sixth Street food 
shop the life-sized head of George 
Washington peers out from the window 
with the accompanying copy that runs 
something like this: “Yes, he too liked 
southern cooking. Try our eighty-five- 
cent dinner.” 

Fifth Avenue is now in a bicenten- 
nial hysteria. Unmindful of the over- 
promotion of the inexpensive Eugenie 
hat, the windows and first floor jewelry 
neckwear and flower counters dazzle 
with red, white and blue. Stars, 
stripes and tri-colors grace shoes, 
pocketbooks, scarfs, wallpapers and 
even underwear. I only wait for the 
summer shorts for men to appear with 
an accompanying card: “He liked 
them, too, the father of his country.” 
How long will the public stand for all 
this blare of trumpets under the guise 
of patriotism? Up to now the red, 
white and blue stood for something 
sacred, a thrill of pride and patriot- 
ism welled in the American heart at 
the very sight of these colors. But, 
by the same token of the Eugenie hat, 
you now see the result of flooding the 
market with a vulgar, unpatriotic at- 
tempt to drag a patriotic figure into 
helping to put over a deal that in no 
way concerns him or his background. 
Promotions of this type show with 








unprecedented clearness the state of 
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Style Moves in Cycles 


[CONTINUED FROM PAGE 28] 


the advertising mind today. We are 
wondering whether the introduction of 
women into the higher merchandising 
fields.does not account for this rather 
emotional form of promotion. The 
stylist who thinks her job is sliding 
away reaches for the American flag, 
just as the overplayed vaudeville act 
sings “Dixie” for a big finish. The 
act only fools themselves and the audi- 
ence resents dragging in patriotism in 
order to stimulate applause. 

How about the public and the bicen- 
tennial? 

Left-over merchandise and a satiated 
customer will. be the answer. 

And the public will smile and look in 
the windows wondering the whys and 
the wherefores, and how it all came 
to be! 


Sees Increased Employment as 
First Step to Recovery 


Boston.—E. C. Blackwell, manager 
of the Spaulding Fibre Co., Inc., of 
North Rochester, N. H., feels that 
shoes will improve in quality in direct 
ratio as men now unemployed are put 
to work. This is a sensible index of 
business conditions, much more graphic 
and easily understood than the involved 
statistics of banking activities, com- 
modity price movements and exchange 
fluctuations. 

Returning recently from an extended 
trip through the South, West and 
Northwest, Mr. Blackwell reports nu- 
merous instances of buyers looking for 
better shoes. More encouraging than 
the search for higher quality, further- 
more, is the expressed willingness of a 
large number to pay a higher price 
for their merchandise. 

“When a substantial part of the pres- 
ent abnormal unemployment has been 
wiped out,” says Mr. Blackwell, “the 
retail trade in every part of the coun- 
try will be definitely in the market for 
better footwear, made of materials that 
will give longer service. The reaction 
from the extremely cheap shoe will be 
pronounced.” 





N. Y. Shoe Sales Lower 


NEw YorK—Sales of shoes in depart- 
ment stores in this district in January, 
1932, fell 19.1 per cent below those of 
January, 1931, according to figures 
shown in the March 1 review by the 
New York Federal Reserve Bank. 
Sales in all departments showed an 
average loss of 19 per cent. 

Chain shoe stores showed a loss of 
20.83 per cent, despite a gain of 3.4 jer 
cent in the number of stores reporti g. 
Wholesale sales of shoes in Janua‘y, 
1932, were off 23 per cent from Dece'1- 
ber, 1931, and 13.8 per cent from Ja‘.u- 
ary, 1931. 
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Interlaced? ...a thin light line holding 
the driving rush of a fighting, deep sea fish; 
a featherweight lariat stopping a thousand 
pounds of steer; baskets; cane chair seats, prim- 
itive, rush-work, native houses;—all interlaced, 
for strength ... and... flexibility. Interlaced? 
Try this: take hold of another’s hand and pull, 
both gripping as hard as possible and you'll 
find your hands just seem to slide apart... now 
interlace your fingers with those of the hand 
you couldn’t grip . . . and try again! Bone and 


N LU 


sinew will give way betore-the grip is broken. 
No wonder, then, that KANGAROO is so 
strong, and yet so flexible! While the fibres in 
other leathers lie layer upon layer the fibres in 
KANGAROO aare interlaced! In laboratory 
strength tests the Massachusetts Institute of 
Technology found that KANGAROO, weight 
for weight, is 17% stronger than any other 
leather used for shoes. Strong—and yet 
KANGAROO is as soft and pliable as kid. 
Men’s street and dress shoes of KANGAROO 


) 


are rapidly advancing to share the popularity 
that KANGAROO has a/ways enjoyed in 
sports footwear, for in addition to the fact that 
it won't scuff or tear, that it is comfortable 
and extremely pliable, the better grades of 
KANGAROO fake a high, lustrous polish. 

Tie in with the increasing demand for men’s 
shoes of KANGAROO. Remember, “Kangaroo 
horse”, “Kangaroo sides”, and ‘Kangaroo 
calf’ are not genuine KANGAROO, and only 
the genuine has interlaced fibres. 


This can only cost you 2c—yet it can bring you FREE mats 
of newspaper advertisements and greater sales on all 


Here is the opportunity for Shoe Dealers to 
step again into Prosperity and a rising Sales 
Curve! We have developed a merchandising 
plan woven around the powerful story of 
genuine Kangaroo that will increase sales on 
all your goods. We have prepared for your 
use a series of newspaper advertisements, mats 


angaroo 
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your merchandise 


of which we will furnish FREE. A newspaper 
called the “Daily Sales” describes both the plan 
and the Free advertisements. Send for your 
free copy of the “Daily Sales’’ today, address- 


ing your request to the Kangaroo Association, 
Dept. A., 9th & Westmoreland Streets, Phila- 
delphia, Pa. This Association is sponsored by 
the Ziegel Eisman Company, Boston, the Surpass 
Leather Company, Philadelphia, and the Richard 
Young Company, New York. 


Tanned in 
AMERICA 
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WHERE TO BUY 


Sport Footwear 
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WHERE TO BUY 


Shoe ro orms 
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(Ra || 


| FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Inc., Auburn,N.Y. 
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WHERE TO BUY 


Children’s Footwear if 
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Tan and Smoke Elk 
Moccasins 








5/8—Infants’ 
8% /12—Child’s 
$2.35 


12% /3—Misses’ 
2% /8—Women’s 
$3.10 
Send for catalog 
ADAMS BROS., Pittsfield, N. H. 
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WHERE TO BUY 


Shoe Accessories 
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In stock, ready to ship. Prince 
of Wales or the Ghillie sandal 
laces, in staple or fancy colors, . 
various lengths. Leather tassels. . 
to match, SS 


A. -J. BERGREN 


8327 West Montroe St. Chicago 
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[CONTINUED FROM PAGE 24] pr 


heait i is in the interest of the Sustomer,. 


and we feel more than’ just a commer- 
cial obligation when we sell a pair of 
m8 iad are four salesmen be- 


hs bn. ote I, 


psn them 


certain type of shoe which we are posi- 
tive is not. for her best interest we at- 
tempt with logical argument to per- 
suade her to accept what we believe is 
the proper footwear for her to wear. 
In nearly every case we are success- 
ful in making our point. We simply 
resort to honesty and common sense 
and everyone understands both. 

“Extra length, according to our ex- 
perience and standard, is the prime es- 
sential in fitting. Where women com- 
plain of ill-fitting shoes, the X-ray 
usually reveals short fitting shoes. 

“Shortness causes back-pressure 
which usually. starts at the second toe 
and extends around to the little toe. 
When shoes are fitted long enough this 
trouble is eliminated. There is a strict 
rule in our store that every foot must 
be measured standing up, with the 
weight on the foot. We find about a 
size difference between the foot meas- 
ured seated and the one measured 
standing. 

“If a shoe does give trouble after we 
have sold it and if it is returned be- 
cause of hurting after we convince our- 
selves that such is the case, we never 
make an attempt to stretch the shoe or 
adjust it. We give the customer a new 
pair. Every shoe man should be smart 
enough to know whether the shoe is 
giving trouble or not. This is another 
instance of giving service which builds 
business for the independent merchant. 

“Frequently we have a customer who 
insists that she needs high heels and 
we agree with her that high heels for 
the occasion are proper, but for shoes 
that require service, walking and work- 
ing types are not only sensible, but 
comfortable. 

“Sizes rather than styles are of first 
importance. We carry some lines from 
8 to 12 and from AAAA to EEE, which 
meet nearly every fitting demand. If 


we can’t fit customers properly we let 


them walk. This is better than having 
them: condemn the store because of mis- 
fitting. 

“Last year we turned our children’s 
shoes 10 times. I know this sounds 
like an unusual turnover, but I’ve just 
finished checking the figures and know 
they are correct. 

“The answer is all contained in two 
simple features: Fit and solid leather. 
Solid leather are «magic words with 


1 mothers. There seems to be an* im-. 
pression that a lot of shoes are made’ 


of paper or composition, which, of 
course, is silly, but the only features 
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we ‘ever .stress in our 
fit and solid leathiags s 
“We carry a g 8 
dren’s shoes. Ce 





an explanation is made that. we won't 
sell that pair of shoes because we know 
the child would be improperly fitted. 
The child has no voice in the matter, 
but that is no reason why we should 
be guilty of selling the wrong shoes 


which may cripple its feet. A grown- 
up person knows how the shoe feels, 
but a child hasn’t an apprecation of 
how a properly fitted shoe feels on the 
foot. We believe we do know if a shoe 
fits and insist that our judgment. be 
accepted. 

“No merchant can hope to know 
what his customers are demanding or 
why they prefer this last to another 
unless he is actually spending a part 
of his time on the floor. He must know 
his customer demands, as the business 
is controlled from the consumer end 
and this can only be analyzed from 
contact with your trade.” 





Men Buy Shoes Through Windows 
[CONTINUED FROM PAGE 21] 


it is given so much prominence in this 
group of stores. The displaying and 
the grouping of sizes obviates many of 
the usual sales rebuffs encountered. 
Next to hose in-the accessory field in 
relation to cash register importance 
come shoe trees. Experience has shown 
that best results come when they are 
shown either on the floor near the cen- 
ter column (which is in the front of the 
store) or on a table in this same space. 
In the cases not assigned to hose, 
those shoes which have both an imme- 
diate sales value and those which will 
sell in the near future are featured. 
The theory behind this is not only to 
sell those shoes which are wanted at 
the moment, but those which indicate 
the coming season’s trend. Riding boois 
always have at least a special corner 
case. 
- While hosiery is- well displayed, the 
other merchandise is not overlooked, 
particularly shoes, for this store is pri- 
marily in. the shoe business. Sport 
shoes, both active and dress, are 2l- 
ways in sight, even in the middle of 
winter. 





Gerberich Talks on Credit 


HarrisBuRG—E.°S. Gerberich, presi- 
dent of the Gerberich-Payne Shoe Co. 
of Mount Joy, Pa., addressed the din- 
ner meeting of the Credit Men’s Asso- 
ciation of Harrisburg on “Credit and 





the Credit Man.” - 
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POSITION WANTED 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 





wae KNOWN WINDOW TRIMMER— 
YEARS’ OU ag ge = DESIRES 

POSITION IN CHICAGO OR A 

ERN STATES. AT PRESENT EMPLOYED 

WITH A-CHAIN OF STORES. DRESS 

c-845, CARE BOOT & SHOE RECORDER, 

a 39TH STREET, NEW YOR 

N 





BUSINESS OPPORTUNITY 








HIGHEST CASH PRICES 
PAID 


shoo stocks, slow seilers, ete. Short time 
a taken over. Transactions confidential. 
Est. 1890 
MAX GLAUBERG 
327 Church St. New York City 
Phone: Canal 6-2632 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily iearned by any 
one at home in a few:weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 


We will buy from manufacturers, 
Jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 


KIRSCH-BLACHER CO., INC. 


590 Broadway New York 
Phone CAnal 6-4298 and 4299. 











MERCHANTS’ NEEDS 








Extra Profits for Retailers 
Men’s—Women’s—Children’s 

Shoes and Boots rebuilt, re- 

modeled and _  recon- 

structed. Orthopedic work. 

S}) Leather and {abric wen 
City delivery and mail service. 

The T.S. DOYLE COMPANY, Ine. 
FP Shoe Rebuilders 








The Trend of Easter fashions point 
to ornaments on footwear. Prepare 
for this demand with VANITY 
BOWS. 

Our various color combinations 
blend with all street, sports and 
afternoon wear. 


Write for a dozen assorted bows NOW! 


VANITY NOVELTY 
WORKS 


1261 Atlantic Avenue 
BROOKLYN 











Here's a service 
you cannot afford . 
to do without. 
Write us for detoil- 
ed information 


Mandel Engzaving Co. 
SUitoING © ‘Act 5 en 
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POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or surplus stocks of 

SHOES—DEPT. STORES 


Leases assumed Transactions confidential 








We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases assumed. 
Phone - Write - Call 
All matters strictly confidential. 


I, SIMON CO. 


101 Reade .St., New York City 
Phone Worth 2-5922 Est. 1880 














MERCHANTS’ NEEDS 








Everything for Your Windows 
Futuristic Displays and 
Backgrounds 
Artificial Flowers, Vases, Window Fixtures, 
Paintings, Soteet:. Velour Papers, 
Paper Borders, Rib Borders, Decorative Papers, 
Putting Folls, Flitters, Valances, Draping Material, 
Grass Mats. ‘Send for Fancy Paper Booklet. Price 
DAVE’S DISPLAY DECORATIONS 
118 West Broadway, New York 














T—& EW [> F 


Movernize YOUR 
STORE WITH MODERN 
MODERNISTIC SHOE CARTON 
LABELS -&* WRITE FOR 
SAMPLES-*NO OBLIGATION 
OVER FIFTY YEARS OF 
DEPENDABLE SERVICE 


OST LESS-® LAST LONGER’ 


EXECUTIVE OFFICES 
259*275 LEXINGTON AVE. 
tPF BROOKLYN, N.Y. NONe 




















TRIPLE ACTION 
SALE SAVER 


KANT-SLIP 
T. M. Reg. U. 8. Pat. Of. 





Others Pending 


Cushion, Vacuum, Friction Grip 


KANT-SLIPS do not shorten the shoe. 
KANT-SLIPS vulcanized in with cement 
(not glued). 

KANT-SLIPS are made of fine kid 
leather (parchment, grey and white) anda 
specially prepared resilient sponge rubber. 
KANT-SLIPS are a big silent salesman 
and sales saver. 

Decide right now to use KANT-SLIPS 
in your fitting service. 

KANT-SLIP De Luxe in cellophane en- 
velope, tube cement, brush, instruction 
card, 36 Pr. with display box 15c a pair. 
KANT-SLIP Special in parchment en- 
velope, (no cement) 36 Pr. in corrugated 
container 12%c. a pair. 


Ratcliff Products & Sales Co. 
Columbus, Ohio 





HOTELS 


The Home Hotel 
of New York 


Homelike in service, 
appointments and lo- 
cation... away from 
noise and congestion, 
yet but a few minutes 
from Times Square... 
garage facilities for 
tourists. 





Room and Bath from 
$3 single $4 double 
500 Rooms 
Home folks will 
like this hotel 
HOTEL 


BRETTON HALL 
BROADWAY at 86th ST. 
NEW YORK == 


Now with Slipper Firm 


George E. Wendorkf, well known 
traveling salesman, is now with the 
Belle-Craft Slipper Corp. of New 
York. 



















































































































BOOTS AND SHOES 


Adams Bros., Pittsfield, N. H............. 56 
Advance Theatrical Shoe Co., Chicago, Ill.. 50 
Athletic Shoe Co., Chicago, Ill............. 56 
Ault-Williamson Shoe Co., Auburn, Me.... 59 
Bass, G. H., & Co., Wilton, Me............ 54 
Ben & Sally Theatrical Footwear, Inc., 
Be Te Gils ob bb00d0k ced vses cecepues 5 
Blog Shoe Co., Inc., New York City....... 50 
Brown Shoe Co., St. Louis, Mo............ 44 
Burdett Shoe Co., Lynn, Mass............. 54 
Central Shoe Co., St. Louis, Mo........... 44 


Chase, W. 8., & Sons, Haverhill, Mass..... 52 
Clapp, Edwin & Sons, Inc., East Wey- 


GE, Ec cb ccbver et ceveb see devscees 48 
Colt Cromwell Co., Inc., New York City... 42 
Crosset Shoe Co., Augusta, Me.......... 26-27 


— Shoe Mfg. Co., So. Milwaukee, 
25 


port, DED 'S dlsananeeseaues ses tos eee 41 
Ebberts, John, Shoe Co., Buffalo, N. Y.... 48 
Endicott-Johnson, Endicott, N. Y.......... 10 
Florsheim Shoe Co., Chicago, Ill........... 8 
Freeman-Thompson Shoe Co., St. Paul, 

PER epe wed selesvccctewsesiuesecisee és 5 
Gilbert Shoe Co., Thiensville, Wis......... 54 
Green, Daniel, Ce., The, Dolgeville, N. Y. 

2nd Cover 
Hanan & Son, Inc., Brooklyn, N. Y....... 33 
Horwitz, Vincent, Co., New York City.... 52 
Ideal Baby Shoe Co., Danvers, Mass....... 54 


Justin, H. J., & Sons, Inc., Fort Worth, 
We Joh web baesbebeeheos serene odds ees 64 


Kendall Shoe Company, Haverhill, Mass... 52 
Marathon Shoe Co., Wausau, Wis.......... 29 


Mishawaka Rubber & Woolen Mfg. Co., 
PTE: ond cbcntedddisccdccedes 


Moulton-Bartley, Inc., St. Louis, Mo....... 3 
Musebeck Shoe Co., Danville, Ill........... 5 
Nettleton, A. E., Syracuse, N. Y.......... 48 
Old Colony Shoe Co., Brockton, Mass...... 48 
Packard, M. A., Brockton, Mass........... 48 
Pedigo-Lake Shoe Co., St. Louis, Mo...... 1 
Peters, Branch of Int. Shoe Co., St. Louis, 
MEE <6 sb pceberehesocscemedpoedveawdbes se 35 


Richards & Brennan Co., Randolph, Mass.. 48 
Rebinson-Bynon Shoe Co., Auburn, N. Y.. 39 


Roth Shoe Co., Philadelphia, Pa........... 52 
Sandler, A., Portland, Me................ 51 
Shaft-Pierce Shoe Co., Faribault, Minn.... 54 
Smith, J. P., Shoe Co., Chicago, Ill........ 48 
Stacy, Adams Co., Brockton, Mass......... 48 


Stetson Shoe Co., So. Weymouth, Mass.... 37 
Vaughan-Towle Co., Wakefield, Mass..... 50 





Ziegel Eisman Co., Boston, Mass 


Bergren, A. J., Chicago, Ill 
— Products & Sales Co., Columbus, “ 
Ohio 


Shoe Form Co., Auburn, N. Y 





Allied Kid Co., Boston, Mass............++ 


Deauville Import Corp., New York City.. 
& Almy Chemical Co., Cambridge, 


eee ete eee e meee eer eeeeeeeeeeeeeere 


Goodyear Tire & Rubber Co., Akron, Ohio. .6-7 
Hamel, L. H., Leather Co., Haverhill, i, “S 


A. C., Leather Co., Peabody, oe 


Tere eee eee eee eee eee eee ee 


Lima Cord Sole & Heel Co., Lima, Ohio.. 51 
Richard Young Co., New York City 
Surpass Leather Co., Philadelphia, Pa 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 


DRESSINGS, ETC. 


United Fast Color Eyelet Co., Boston, 
Ws os coneuecaceasuaenoerinecsue 3rd Cover 


United Last Co., Boston, Mass 
United Shoe Machinery 


Tere eee ee eee ee eee eee ee eee eee 


Vulcan Cerp., Portsmouth, Ohio.... 


SHOE ACCESSORIES 


Shoe Lace Co., Ltd., Providence, R. I.... 


Vanity Novelty Works, Brooklyn, N. Y.... 61 


SHOE STORE EQUIPMENT 


American Seating Co., Grand Rapids, Mich. 42 


Dave’s Display Decorations, New York City 61 
Grand Revie Store Equipment Co., Grand 
Mich. 57 


Cee meee rere ete eeeeeeee 


Meyer, Frank C., Co., Brooklyn, N. Y.... 


MISCELLANEOUS 


Doyle, T. S., Co., Inc., New York City 
Glauberg, Max, New York City 
Hotel Berkshire, Reading, Pa 
Hotel Bretton Hall, New York City 
Kirseh-Blacher Co., Inc., New York City... 


Mandel Engraving Co., Milwaukee, Wis 
Marbridge Bidg., New York City 
Poster & Deutsch, New York City 


Simon, L, Co., New York City 
Stephenson Laboratory, Boston, Mass 


62 
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A BUYING GUIDE TO 
OUR ADVEIRTIFERS 
IN THIS 


LEATHER AND OTHER MATERIALS 





Leather Orders Indicate 
Popularity of Sport Shoes 


[CONTINUED FROM PAGE 32] 


creased interest is detected in white 
calf. The manufacturer can have pretty 
much any color he wants, but black, 
browns and white continue to be the 
favorites for early season buying. 

Novelties continue to appear. Among 
them is embossed pig leather. Not con- 
tent with the natural graining of this 
skin, one shoe manufacturer ordered 
his die embossed with an imitation of 
pigskin graining. The effect has been 
to give to the surface of the leather 
somewhat the appearance of heathe: 
grain without destroying the character- 
istic appearance of the natural grain- 
ing. 

This manufacturer argues that it 
may prove something to play with if 
men ask for a grain leather and are 
apparently fed up for the time being 
with the other and more staple Scotch 
grains. Pigskin is being sampled for 
use as trim and for all-over effects in 
both men’s. and women’s shoes. While 
orders placed by New England manu- 
facturers have not been heavy, they 
are encouraging. Mid-west manufac- 
turers—some of them at least—have 
bought more freely. 


The dark side of shoe merchandising 
continues to be price, although tanners 
report a somewhat better demand for 
the higher grades. Price, however, is 
still on top and good leather can still 
be had for what the buyer feels he can 
afford to pay. There is always a 
haggle and the result is usually the 
same. Later a stiffening of leather 
prices is looked for, as manufacturers 
have booked last minute rush orders 
for Easter selling at retail. 


The tanners have been forced into 
bearish tactics by the necessity of get 
ting hides at figures which would per- 
mit them a profit on the finished 
leather. 

Some weeks ago tannery hide buyers, 
acting in concert, made an offer fo: 
230,000 hides on a basis of six cent 
for light native cows. The packers 
asked seven cents. The tanners there- 
upon, acting individually and makin: 
the best bargains they could, placed 01 - 
ders for about 150,000 hides at th: 
price which had originally been r- 
fused them. . 
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YOUR CUSTOMER'S CONFIDENCE 


When you manufacture shoes that give com- 


fort and satisfaction you influence the wearer 
to recognize your quality and workmanship. 


Every manufacturer knows the relation the 
toe has to the rest of the shoe. Celastic will 
provide the means of insuring style, flexibility 
and smooth linings that are so essential to 


foot comfort. 


Use Celastic in your shoes and obtain that 


“Customer Confidence” which means THE QUALITY BOX TOE 
so much to you. G/C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


Buor AND SHOE RECORDER 
combining THE SHor RETAILER, March 12. 1932 63 













Justin Boots have been 
pleasing people who ask 
“How Good” . not 
“how much” . . . for over 


fifty years. 


For Men and Women 
Riding and Field Boots 
$11.50 to $22.00 Wholesale 
Right and left heels . . . hand butted 
tongues and vamps if desired .. . 

hand lasted. 

Justin Steel Arch. Justin Invisible 
Middlesole. Justin Reinforced Insole. 
Justin Rolled Outer Sole. 


Write for catalog 


H.- JUSTIN © S085 ye [ramen C 
INC. A .C.LAWRENCE LEATHER Co. 

320 So. Lake St. BOSTON: PEABODY: NEW YORK: CHICAGO «ST LOUIS 

Fort Worth, Texas CINCINNATI: PHILADELPHIA~ GLOVERSVILLE 


Which Lines of Shoes Pay Your Profit? 


[CONTINUED FROM PAGE 17] 


LAWRENCE LEAT HERS 
Kz BLS 































this store, so if his goods show less| “Well,” I said, “that is mighty inter- | cent to do business. You are trying to 
than that mark-up on the season’s busi- | esting. It is the first thing of the kind | make 10 per cent net. 
ness, it means a loss. I have found. But you are doing a big Each dollar you take in must be di- 
Here is an example of how it works: | volume business. Do you think it would | vided roughly into three parts. Sixty 
Last season I cut out a line that has | be worth while for a small operator to | cents goes for new merchandise. Thirty 
been in this store for nearly ten years. | bother with it?” cents goes for expense. All the profit 
It used to be profitable. In the first} “I most certainly do,” he answered. | comes out of the last 10 cents. That 
half of 1929 it showed a profit of 31 |“Of course, it doesn’t have to be so|is where all your markdowns come 
per cent; in the second half, 29.5 per | elaborate as mine. Any little memo | from. 
cent. In 1930 the first half showed | book will give the same information, The only chance you have of holding 
only 26 per cent and the second half | and it is not safe to do business with- | that 10 cents profit is by either reduc- 
21 per cent, while competing lines gave | out knowing these things. ing expenses or avoiding markdowns. 
us an average of 34 per cent gross.| “Just take sporting shoes, for in- | To reduce expenses is not so easy. You 
Now, you see, we made only 1 per cent, | stance. I don’t mean the dressy shoes | probably have them down as low as 
then lost .5 per cent, 4 per cent and the | we call spectator sports. I mean the | you can get them. At least there is 
last season 9 per cent. If you ask me| real sport shoes that are made es-| not much margin to work with there. 
why that line fell off so much as a| pecially for a particular sport. We} In other words, you cannot take 
profit maker, I don’t know. That man- | used to carry football, baseball, basket | markdowns out of the first 60 cents. 
ufacturer came in to see me, quite in- | ball, running, bowling, tennis, yacht-| That must go for new merchandise, 
dignant. He said other stores were|ing and golf shoes. This little book | You cannot take them out of the next 
making money on his goods, and if we | showed us that we were losing about | 30 cents because you need that for ex- 
hadn’t it was because we hadn’t bought | 10 per cent on our sporting shoes by | pense. So they must come out of the 
them right. Maybe so. But we bought | carrying too many kinds. We cut out | last 10 cents. It logically follows that 
the other fellow’s lines, too. So out | all but those that showed a reasonable | the shoes you have to sell at reduced 
they went. profit.” prices are the ones that are robbing 
Then here is another way it helped “T notice that you do not show kinds | you of that 10 cents. The more mark- 
me: When business went off and the | or styles in this book,” I said. “No, | downs, naturally the less you have left 
demand for high-priced shoes went | that is not the purpose. That infor- | of the small margin of profit. And the 
off still worse, we felt we had to cut | mation everybody has in one way or | line of shoes in your stock that is fail- 
down on our stock of high-priced lines. | another. This is simply to tell me at a| ing to bring you a fair part of that 
We had been using three factories. | glance how many dollars I spent with | last 10 cents is robbing you of your 
One we had to keep because it was a|any certain manufacturer, how much | profit. 
branded line. Which of the other two? | I got for them and the gross mark-up.” You can modify or change the little 
The little book showed that one line Now, there you are. If you haven’t | book in any way you please but I am 
has averaged a gross mark-up of 38 | some better way of getting this infor-| sure that if, every time you have to 
per cent for over five years. The other | mation, I recommend this Profit and | take a markdown you charge it up to 
had varied from 34.5 per cent to 37 | Loss book to you. It seems to me that | the line of goods responsible, it is go- 
per cent. It didn’t take us long to de-| it must be invaluable. Of course, it | ing to put your buying on a strictly 
cide. will take a season or two to demon-| business basis, without bias, without 
I said: “Isn’t it a good deal of | strate its worth to you. But the sooner | sentiment, but figured on cold facts. It 
trouble to keep this book?” “Almost | you start keeping such a record, the | is cold facts that you have to face at 
no trouble at all,” he answered. “We | sooner the information will be avail-| the end of the year when you total up 
have to count the shoes for reduction | able. And the very fact of keeping it | your ‘profit or loss. 
anyhow, and the entries are made by | will probably give you information at 
one of my girls. It is just a matter of | once that you otherwise wouldn’t have. 
simple arithmetic. And by adding up I am going to close this with an- eer 
a few figures I also know where my | other rough illustration of why it may One Diem’s Store Closed 
profits and losses are coming from. I | set you to thinking in a way that may DETROIT—Diem’s Shoe Store, at 7844 
can tell in a few minutes whether | mean the difference between a profit | West Vernor Highway, has been closed. 


































































men’s shoes or boys’ or girls’ or sport- | and a loss this coming year. This store had no connection with other 
ing shoes are holding up their end. I Suppose you are working on a 40| remaining shops in Detroit of a simi- 
wouldn’t be without it. per cent mark-up. It costs you 30 per | lar name. 
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